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| 
Rough Proofs Packers Target of 
bop tage Ap ae gees . Ceiling Compliance 


Diary of an Ad Man.” And may ‘be 


w vested the wore “oost nd TA UCHON Suits 


land flowing with milk and honey.” . 
ves OPA Sues as Capital 
. . Studies Mode, Pattern 


you suppose, too, it was a 
Aaron who handled the publicity) Of Meat Rationing 
BULLETIN 


on that successful irrigation project | 
when Moses struck the rock and| 
Washington, D. C., Sept. 4.—The 
|OPA today asserted its licensing 


caused the water to flow? 
| powers to place the entire meat in- 


Chicago advertising artists have | @ustry, excepting retailers, under 
started a course on war camouflage, | unified licensing control, effective 
and no doubt will receive a lot of | Sept. 8. 
help and inspiration from those 


’ + 


| 


Packers, wholesalers, and custom | 


experienced camouflage artists, the | Slaughterers will be automatically | 


models. licensed. OPA Administrator Hen- 
,derson said it was necessary to ex- 


| tend general licensing to the meat 
It's almost too much to expect) industry to prevent evasion of ex- 


customers of the United Press and) jsting and forthcoming price regula- 
International to go along with Uncle | tions. 

Sam’s description of these news 
services in his suit against the AP. 


- | 


Washington, D. C., Sept. 3. 
| Office of Price Administration today 
announced that it was filing injunc- 
tion suits in 18 cities seeking to 
Nobody has ever questioned the | compel compliance with price regu- 
courage of Eleanor Roosevelt, = lations. More than 100 alleged vio- 
she proves it again by calmly a |lators of price ceilings on beef and 
nouncing, in the heart of the Deep “power were cited. 
South, thes Dixie : housekeepers The bulk of the cases, according 
don’t pay thelg ¢ooks enough. to OPA, charged “up-grading’— 
stamping and selling of inferior 


meat at prices established for higher 
Trying to come between a woman | grades. The present drive, which 


and her cook is ranked in peril by| was countered by general denials 
experts on degrees of physical and) from the packing interests, is the 
moral courage just below coming | outcome of a nation-wide investiga- 
between a woman and her man. tion by OPA and Department of 


| Agriculture inspectors. 

Defendants in the case include 
The Treasury Department has|the “Big Three” in the packing 
okayed advertising in wartime for industry, Swift, Armour and Wilson 
income tax deductions, and now all)| along with Cudahy, Hormel and a 
that is necessary is to get the okay number of smaller concerns. 
of the advertiser’s treasury depart- Rationing Recommended 
ment. 

vqwy 


~  ¥ 


_— @ 
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Action on the price front followed 
the recommendation earlier’ this 
week by eight federal agencies con- 
cerned with the war food supply, of 
national meat rationing, preceded 


Consumers Union sneaked under | 
the tent at a civilian defense exhibit 
in New York and passed out its 
sales literature to the unsuspecting 


: or | by voluntary individual meat con- 
prospects. That even beats mailing servation, possibly through “meat- 
sel promotion by Congressional | joc. days.” The suggestions followed 
rank, 


a six weeks’ study of all phases of 
meat supply and demand. 


v, FF 


“Jewelers Appeal to Treasury for 
Release of Silver.”—Headline in| Food Requirements Committee 
ADVERTISING AGE. headed by Secretary of Agriculture 

And if they get it, it will be “Hi-| Claude R. Wickard, made the fol- 
yo, Silver!” for the advertisers. lowing unanimous proposals: 

1. That the War Production 


a 


James Jewell has joined MacFar- meats by packers to civilian — 
land, Aveyard as vice-president in kets through a conservation order 
charge of radio, and it goes without as quicely as possible. vonee 
saying that the lads are counting on 2. That civilians voluntarily con- 
him for a sparkling job. serve the so-called “red meats’— 
beef, veal, pork, lamb and mutton— 
by substituting other protein foods. 

: ' | (Although the committee recom- 
3 The old ccc Happy Days has just mended substitution of fish and 
> quick back flip and emerged poultry, experts quickly pointed out 
she ition Front. It's a wise pub- that supplies of these commodities 
cat n that carries a few changes | ould not be adequate to replace 
" Scenery these days. the meat consumed in 1941. Thus 


a, ae 


,¢vwg¢ a large part of the meat shortage 

must be made up with cheese and 

“Next to a uniform, the best gal-| beans.) The committee will also 
it has always been Hart, Schaff- 


(Continued on Page 30) 
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‘er & Marx clothes,” the manufac- 
4wrer is telling Private Jeep through 
te Army newspapers. Arrow shirts 


DIRECTORY OF FEATURES 


The | 


,|cago area, New 


_ ARSENAL FROM RUIN 
Earned by Every Employee 
== 


of Chicago’s Only TANK: ARSENAL 


en ent See ie thew 


—and These Pictures Show WHY! 


PRESSED STEEL CAR COMPANY. Ine. 


HEee eis PLANT sewoRtD TANe DTN 


This single-shot copy in newspapers of 

the Chicago area, New York and Pitts- 

burgh, portrays the speed with which 

Pressed Steel Car Co.'s armored tank 

division at Hegewisch, Ill., got under 
way with tank production. 


‘Ghost Plant’ fo 
Tank Arsenal in 5 
Months, Copy Says 


Chicago, Sept. 4.—The story of 
conversion of an abandoned plant to 
a tank arsenal in less than five 
months was told today in a dra- 
matic single-shot advertisement 
appearing in newspapers of the Chi- 
York and Pitts- 
burgh. 

The copy recounts how the Hege- 
wisch, IIlL., 
Car Company, 
sion, took over a ghost factory and 
began to roll out medium tanks. In 
one corner appears a gutted shell 
of a plant, looking as if it had been 
subjected to a first-class bombing— 
no floor, no roof, no machinery. 


That was on Feb. 20, 1941; on| 
April 9, 1941, as the next picture | 


testifies, a roof had been constructed, 


,a concrete floor was laid and ma- 


, 
The agencies, represented on the 


Board establish quotas for sales of | * 


| management. 


may complain of infringement of | Ad-libbing 12 
Pyricht Admen in the Armed Forces 17 
see? Diary of an Adman 16 
Earninas 27 
As an industrial adman, Bill a, = 
“Fee appreciates the value of Getting | Car peer 12 
bor saving machinery even Information for Advertisers 
+h A é ¥ eg : Photoqraphic Review 35 
“ough he does object to shortening | p..4.War Planning 25 | 
adver sement” to  one-syllable | private Lines 31) 
ad Rough Proofs I 


Copy Cus. Voice of the Advertiser 


chine tools were being set up: on 
(Continued on Page 33) 


plant of Pressed Steel | 
armored tank divi-| 


Ban Cycle Brands as WPB 


Concentrates Production 


Keeping Brand Alive 
is Advertising's Job, 
Says One Official 


BY HAL BURNETT 

Washington, D. C., Sept. 2.—Con- 
centration of production became a 
‘reality today in the bicycle manu- 
\facturing industry when the War 
Production Board cut monthly pro- 
duction to 10,000 bicycles, approxi- 
mately seven per cent of the 1941 
rate, and ordered all production 
centered in the plants of two of the 
12 manufacturers in the industry. 


Under today’s amendment to the 
fact that news distributed to radio general limitation order T= 52, the 


stations for commercial sponsorship | Westfield Mfg. Company, Westfield, 
is in no way involved in the gov-|Mass., may produce 6,000 bicycles 
ernment's anti-trust suit against the|a month, and the Huffman Mfg. 
Associated Press, advertising circles | Company, Dayton, O., 4,000 a 
watched the situation closely this|month. Other manufacturers in the 
week and perceived several impli- field, as well as the Westfield and 
cations that extend far beyond the | Huffman concerns, are already 
issues stressed in the complaint filed | partly converted to war work. 


last Friday. The general subject of concentra- 
Comment here centered chiefly |tion of industry to permit greater 
jabout the preoccupation of the fed- |war production is being studied for 
jeral government with major media | WPB by a committee headed by 
of communication - radio hi Joseph Ee. Weiner, deputy director 
previously occupied the limelight/of the Office of Civilian Supply. 
following extended examination of | (ApvERTISING AcE, Aug. 31.) 
the organization and commercial ac- | Manufacturing in the stove indus- 
tivities of radio networks. try has already been curtailed and 
May Set Precedent farm implement makers may be the 
Some legal observers expressed | " xt to feel the pinch of wartime 
the viewpoint that while there is| concentration of production. The 
7 : Ip > “j P , “de 
ino connection between the action | | WPB is preparing a — order to 
simad ot AP ond the ensiies seru- | im, manufacturing in the field, 
tiny of radio networks, it is never- turning the entire output over to a 
theless conceivable that any changes few small plants. The order may 
forced on the news service might be issued before Oct. 31, directing 
later serve as a precedent in a re- large manufacturers to concentrate 
organization of radio networks. entirely on — work. Fourteen 
There was also some conjecture as hundred manufacturers in the field 
| to whether an attempt might be | Currently are permitted to produce 
‘made to bring AP into the “public | 17 per cent of 1941 production. 
utility” category with all its attend- 
ant regulations. ; 
Although the suit was filed on John A, Hurley, chief of the con- 
Friday, the Associated Press and |S¥mers durable goods branch of 
members of its board of directors | WPB, emphasized that when pro- 
were officially served with papers duction of any durable goods item 
‘only vesterday. Twenty days are|iS Permitted in only one or two 
allowed for the filing of an answer. plants, while other plants in the in- 
Charging AP with violating the dustry are converted to war work, 
Sherman and Clayton anti-trust | "0 trademarks will be permitted on 
acts, the government asked for a the resulting “victory” model. He 
(Continued on Page 29) declared, however, that only a few 
jof the fields with which his branch 


Advertisers See 
Threat in U. S. 
Suit Against AP 


News Service Will 
Fight Charge; Radio 
Unit Unaffected 


New York, Sept. 3.—Despite the 


Brand Names Out 


is concerned are now being consid- 


Last Minute News Flashes ered for concentration. 


New York, Sept. 4. 


Liberty’ Announces Eastern Sales Set-Up 


will be permitted to capitalize on 
William M. Devitalis, Eastern manager of sleaatt : a : 


No firm left in a business from 
which others have been excluded 


2 “\the situation to the detriment of its 
for the past nine months, will retain that post under the magazine’s new 


Liberty sales staff here who will 
Lester Tunison, Pat Rowell, 
Lewander. 


Part of Westinghouse Account to Ketchum, MacLeod 
Pittsburgh, Sept. 4.—That portion of Westinghouse Electric & Mfg.|to label 


Company’s institutional advertising 
magazines and teachers’ 


MacLeod & Grove, Pittsburgh. 


New York, Sept. 4.—Westminster, 
today appointed Fuller & Smith & 


motion program includes a magazine schedule consisting of Collier’s, Huffman 
Good Housekeeping and Life, due to break this month. 


Esquire, 


A. R. Whitman Named B & 


New York, Sept. 4—A. R. Whitman, account executive on Prudential 
Insurance Company, 
20 Bowles. 


For the time being no advertising director will be named. 
Mr. Devitalis, one-time Eastern mi: 
| cently with Erwin, Wasey & Co. 
to the Macfadden organization about two years ago. 


anager of True Story, was more re- 
and Somerset Importers. 


Philip Hyland, 


publications has been placed with Ketchum, 
Young & Rubicam continues to handle 
the remainder of Westinghouse institutional copy, and Fuller & Smith 
& Ross will continue to handle product advertising. 
& Grove has also been appointed to handle advertising of the Columbia 
Chemical Division of Pittsburgh Plate Glass Company, effective Jan. 1. 


Westminster Hose Account to Fuller & Smith & Ross)! 


competitors, Mr. Hurley insisted. 
|He declared that nothing in the or- 
ler should be construed as either 
preventing or authorizing advertis- 
ing to keep trade names alive. 

One WPB official pointed out that 
and Gus the “victory” models, designed to 
use a minimum of critical materials, 
actually bear no relation to peace- 
time models, and that any attempt 
them with assorted brand 
names would be unfair to manufac- 
turers and consumers alike. 

“You don’t suppose General Mo- 
tors would want to keep the Cadil- 
Ketchum, MacLeod |lac name alive by putting Cadillac 
name plates on Chevrolets, do 
you?” he observed. “That’s a job 
for advertising.” 

In accordar.ce with this thinking, 
Ltd., manufacturer of men’s hosiery,| the “victory” model bicycles to be 
Ross as agency. An expanded pro-|produced by the Westfield and 
companies will carry no 
name or trademark, but Westfield 
will place the letter “w” and Huff- 
man the letter “h” before the serial 
numbers on the bicycles they pro- 


He returned 
Members of the 
continue under the new set-up are 
Robert Green 


program which is placed in youth 


B Vice-President 


has been elected a vice-president of Benton & | duce. 


The two companies will start 
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production of their monthly quotas 
immediately on the “victory model,” 
which is a light-weight civilian- 
type bicycle using a minimum of 
critical materials. The Army, 
Navy, Maritime Commission, War 
Shipping Administration and Lend- 
Lease will have first call on the 
production, however, and only the 
remainder, if any, will be rationed 
to civilians by the Office of Price 
Administration. 

The WPB consumer's durable 
goods branch explained that the 
Westfield company and the Huffman 
company were selected to produce 
the entire output of bicycles, some 
20 per cent of the 50,000 quota per- 
mitted in July and August, because 
the arrangements “‘fitted best with 
the conversion program,” and be- 
cause the two companies have for 
years manufactured bicycles for 
the Army, even in days when mili- 
tary requirements were small, and 
the contracts less profitable than 
civilian production. 


Rubber Heels Keep Names 


While bicycles thus became the | Victory heels, manufacturers pointed | Wear ’em.” 


ADVERTISING AGE 


|. iy : tte te a eles : | 
|ignated and branded as V-l, V-2, | Until Victory heels appear on the |Collier’s, Cosmopolitan, Good 


V-3 and V-4. 


centrated in one or two plants, but 
will continue to be engaged in by | 
all plants desiring to produce them. | 
Therefore there will probably be | 
no blackout of trade names for this | 
product; the required V grade sym- | 
bol will merely supplement and not | 
replace familiar brand names. 

Made from scrap rubber of the 
itype now being collected in salvage 
drives throughout the country, the} 
new Victory rubber heels “may not 
jlast as long as those which have 
| been worn in the past, but they will 
'give satisfactory service neverthe- 
\less,” OPA declared. In all proba- 
| bility, the new products will not 
actually be on sale for several 
months, since there are ample stocks 
\of rubber heels manufactured be- 
|fore Sept. 1. 


| 


Equipment a Factor 


| In stressing the probability that | 
brand names will be continued on 


leathers 
' tional theme for a new campaign by 


grades — Super, Standard, Com- 
petitive and Special Committee— 
can readily be identified by consult- 
ing posted price ceilings. Every 
brand name fits into one of these 
categories. 

Under the new reclaimed rubber 


grade designations, V-1 represents | 


the highest of the four grades and 
must meet definite specifications for 


abrasion and tensile strength. Re- 
‘quirements for the other four 
grades are proportionately lower, 


but the War Production Board has 


| prohibited the manufacture of heels 
jinferior to the V-4 grade. 


O'Sullivan Starts Drive 


An anticipated shortage of shoe 
will provide the promo- 


O’Sullivan Rubber Heel Company, 


| Winchester, Va., scheduled to break 


in magazines shortly with the slo- 
gan, “Save Shoes—Repair ’em and 
Copy will emphasize 


first product to actually undergo|out that the elimination of such|the fact that “men in the service 
complete concentration of produc- | identity would mean costly changes | need new shoes, so keep your shoes 


tion and elimination of all brand/in production equipment, which the|in service.” 


names, the consumer division of 
OPA ordered manufacturers of rub- 
ber heels to standardize all models 
and qualities into four “victory- 
type” categories, to be officially des- 


| WPB is desirous of avoiding. Fur-| 
thermore, there is no _ indication 
that either WPB or OPA wants 
trademarks eliminated, as long as} 
_the new grade symbols are included. | 


Thus far no decision 
has been made regarding the inclu- 
sion of any reference to Victory 
heels in the O’Sullivan copy. 

The campaign schedule includes 
American Legion Magazine, Click, 


MEET ANOTHER W//CH/TA 


a 


Dwight 


Kans. 


Yes 


Radio 


up 15‘ 


Wayne 


for increased payrolls. 
100) fae 


are now 277.9. 


BOOM BABY’ 


Wallace is the son of 
Wallace. Sec. & Treas. of 


the Cessna Aireraft Co., Wichita, 


His future is mirrored in 


Cessna’s great national advertising 

. : . 
campaign — built around Cessna’s 
great after-the-war aviation plans. 
Wayne 


Wichita “Boom Babies.” is a Boom 


Wallace, like all 


Baby with a Future! 


To win sales today, marketers 
should study each area individually. 
Today Wichita is the No. 2 spot in 
America, in its population group, 


For every 
tory workers in 1937 there 
) 


In the area reached by Wichita’s 


Station KFH department 


store sales are up 17°, food sales 


c, apparel sales up 11°, 


hardware sales up 14°, furniture 
sales up 21°>, drug sales up 14%. 
Today and tomorrow, get your share 
of these sales by using Station KFH 


Sa a8 the only Full Time 5000-watter 
Pf “al 1 in Kansas. 
Marcus Studios 
2 = ’ THAT SELLING STATION 
ee ee IN KANSAS’ BIGGEST, RICHEST MARKET! 
| /| | MANHATTAN « ANSAS CITY 
ep tag ; a SALINA! > . ~ ot I- 
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Glenn D. Gillett Computed Field Strength Distribution 


end Previous Survey Measurements—S000 Watts Dey and Night—October 1941 


Based on Performance 


ener 


AFH 


a WICHITA 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


However, production | market, OPA advised consumers, | Housekeeping, Life, Look, Pic and 
of rubber heels has not been con- | relative quality of four existing|The Saturday Evening Post. In 


|addition, a spot radio campaign in 
40 cities from coast to coast will 
|feature one-minute transcriptions 
|dealing with “Kid O’Sullivan, 
America’s Number One Heel.” 

| Bermingham, Castleman & Pierce 
is the agency. 


Oil Advertisers 


‘Bilked’ U. S., Is 
Charge of Co-ops 


New York, Sept. 3. — Advertising 
by major oil companies, urging con- 
sumers to change the oil in their 
cars frequently, has been instru- 
mental in “bilking the federal gov- 
ernment out of millions of dollars,” 
the Cooperative League of the U. S., 
voice of consumer co-ops through- 
out the country, declared this week. 

Uncle Sam has finally “washed 
out the racket,” the League as- 
serted, crediting consumer coopera- 
tives for “‘the very important part 
they have played in ending the 
waste of oil and squandering of 
millions of dollars of taxpayers’ 
money.” Harold D. Smith, director 
of the Bureau of the Budget, has 
ordered operators of government 
automobiles to change the oil in 
| their cars only twice yearly here- 
|after, in the spring and in the fall, 
ithe League reported. “The order 
| will save 750,000 gallons of lubri- 
|cating oil each year, enough to fill 
| 100 railroad tank cars. The saving 
will be about 12 per cent of the 
amount the government has spent 
| heretofore.” 
| 


Co-ops Urged Survey 


| Mr. Smith was quoted as saying 
| that although some companies don’t 
change their oil at all after the in- 
itial car breaking-in period, “the 
Bureau of the Budget does not feel 
warranted in recommending such 
procedure at this time. Studies are 
continuing to discover ways in 
|which the government can reduce 


the consumption of oil, gasoline and | 


‘rubber in line with the nation’s 
needs.” 

According to the Cooperative 
League, the attention of the Budget 
| Bureau was called to the oil-chang- 
ing situation and co-op officials 
|urged that a survey be made. Mur- 
jray D. Lincoln, manager 
| Farm Bureau Cooperative Associa- 
| tion, Columbus, O., and Howard A. 
Cowden, head of the Consumers Co- 
| operative Association, North Kansas 
| City, Mo., were consulted as ardent 
exponents of the “campaign to end 
the oil-changing racket.” 

“The government investigators 
did not lose much time in conclud- 
ing that major oil companies which 
have carried on high pressure sales 
campaigns to induce frequent 
change of oil had succeeded in bilk- 
ing the federal government out of 
millions of dollars,’ the League con- 
cluded. 


Editorial Awards 
to Be Announced 


Winners in the fifth annual com- 
petition for editorial awards spon- 
sored by Industrial Marketing and 
presentation of awards will be made 
Sept. 14 at the meetings of the New 
York Industrial Advertising Asso- 
ciation and the Chicago Industrial 
Advertisers Association. 

Charles M. Neighbors, chairman 
of the jury of awards and past 
president of the New York chapter, 
will present the awards at New 
| York, and Ralph O. McGraw, editor, 
Industrial Marketing, will read the 
|jury’s report and make presenta- 
tions to local winners at the Chicago 
|meeting. Eldridge Haynes, publisher 
of Modern Industry, will address 
the Chicago meeting on “Lessons 
from British Wartime Marketing.” 
Mr. Haynes recently returned from 
an investigation trip to England. 


| Woodman to MacLean 


| G. W. Woodman, formerly with 
Canadian Engineering Publications, 
|Ltd., and Montreal and French 
|Commercial Publications, Ltd., has 
joined the Montreal advertising staff 


ee MacLean Publishing Company. 


of the} 


i 


LIFEBUOY BARGAIN 


What a Bargain! 


hyp coupon below and get 


Scakes of 


Special sale copy for Lifebuoy soap was 
released in Buffalo last week by Lever 
Bros. The insertion, six columns in size 
was a one-time shot, thus far confined 
to this market. Ruthrauff & Ryan placed 
the copy. 


| Crowell-Collier 
Names Publishers 


for 3 Magazines 


New York, Sept. 2—A new or- 
ganizational set-up was announced 
by Crowell-Collier Publishing Com- 
'pany today, creating for the first 
time a separate publisher for each 
of the company’s three magazines. 

Thomas H. Beck, who continues 
as Crowell-Collier president, is 
publisher of Collier’s; J. A. Welch, 
vice-president, who is also president 
of the Advertising Federation of 
America, becomes publisher of Wo- 
man’s Home Companion; and 
Arthur H. Motley, vice-president, 
publisher of American Magazine. 

There are no changes affecting 
other advertising or editorial per- 
| sonnel. 
| 


‘Southern Railway Plans 


Extensive New Campaign 

Southern Railway System, which 
has scheduled no advertising for 
some time, is inaugurating a new 
institutional campaign this month, 
embracing newspapers, national 
magazines, business papers and 
farm publications. 

Advertisements of 1,050 and 672 
lines will run once a month in 129 
dailies and 241 weekly papers in on- 
line cities of 14 Southeastern and 
Midwestern states. Magazine copy 
will be full-page. The campaign 
will continue for the remainder of 
the year. 


CKCL to Mutual 

Station CKCL, Toronto, has be- 
|come a full-time Mutual Broadcast- 
| ing System outlet. 
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Why envy department stores? 


Department store advertising gets the forward positions, 
highest readership, greatest interest! But there’s one place 
where you can hold your own with any department store 
. .. In the comic sections of the Sunday newspaper! 

Metropolitan Group includes twenty-four big city news- 
papers that big department stores depend on for business. . . 
has the best comics, with the widest appeal, firmest reading 
habit (81% men, 79% women) .. . Big space unit, non- 
competitive—with color! . . . A 12,000,000 circulation, 
concentrated in major urban markets that account for 
two-thirds of all retail sales . . . Cost? Pretty low! Compare 


with r.o.p. rates... Investigate! 


Metropolitan Group 


Baltimore Sun ¢ Boston Globe « Boston Herald ¢ Buffalo Courier-Express ¢ Chicago Tribune « Cleveland Plain Dealer e Des Moines Register « Detroit News « Detroit Free Press 
Pittsburgh Press 


Milwaukee Journal « Minneapolis Tribune & Star Journal * New York News « New York Herald Tribune ¢ Philadelphia Inquirer 


220 East 42d Street, New York + Chicago: Tribune Tower + Detroit: New Center Building + San Francisco: 155 Montgomery Street 


Providence Journal 
Rochester Democrat & Chronicle « St. Louis Globe-Democrat « St. Louis Post-Dispatch « St. Paul Pioneer Press * Springfield Union & Republican « Syracuse Post-Standard « Washington Star e Washington Post 
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Bottle Crown 
Scarcity Eased 
by New WPB Plan 


Washington, D. C., Sept. 3.—By 


| 


shouldering part of the burden of | 


collecting larger tin cans from ho- 
tels, restaurants, and_ institutions 
the bottling, brewing, and 
crown industries will be assured of 
the bulk of their crown needs from 
scrap which is not now being util- 


ized, the War Production Board 
revealed today. 
The WPB ordered that in 140 


metropolitan areas where can col- 
lection campaigns are under way, 
bottlers may, with approval of lo- 
cal salvage committees and the 
WPB, collect No. 10 and larger cans 
from hotels, restaurants and _ insti- 
tutions. The bottlers will clean 
and prepare the cans, and forward 
them to crown manufacturers. The 
manufacturers will stamp crowns 
out of the body of the cans, retain- 
ing approximately one-third of the 
metal in so doing, and forwarding 
the remainder to de-tinning plants. 

In areas where no collection cam- 
paign exists, the bottlers will be 
asked by local salvage committees 
to conduct campaigns urging house- 


bottle- | 


ment. 


ADVERTISING AGE 


hood stores. The bottlers will pick | 


up all cans, and send the a ceor | STE & Tilford 
ones to crown man facturers. 4 
the plan, car comer nsen ae Drive for 
Plastic Container 


trucks and a million and a half re- 

tail outlets of the bottlers, will re- 

move one of the principal material} New York, Sept. 3.—A new 
shortage worries that have caused | plastic container for its 25-cent lip- 
uncertainty as to future advertising | stick will be promoted by Park & 
plans. Tilford in a newspaper and maga- 
zine drive scheduled to break Sept. 
13. The series will also highlight 
the company’s face powder and per- 


Drops Classified Section 


ued by enter gr es fumes, with insertions set to appear 
Company, Chicago, will drop its)" @ weekly basis for a 10-week| 
classified advertising section effec- period. 

tive with the October issue. The Daily newspapers in key markets 
business paper reported ¢that in- | across the country will be used as 
creased advertising had lessened the! well as The American Weekly. In 


attention value of individual adver- 
tisements, and that the elimination 
of more than 50 pages of classified 
would permit greater editorial sup- 
port. The publisher will shortly 
launch a new magazine, Hitch- 
cock’s Machinery Review, devoted 
to used and rebuilt industrial equip- 


addition to introducing the new 
plastic, swivel-type lipstick con- 
tainer, ads will feature the P & T 
lipstick available in 12. shades. 
|Charles M. Storm Company is the 
| agency. 


‘Hammond Leaves Mart 


s . . Ruth Hammond, formerly adver- 
Bird Joins McJunkin \tising and publicity director of the 


Harry L. Bird, formerly with|American Furniture Mart, Chicago, 
Fitzgerald Advertising Agency, New | has resigned to join the civilian staff 


|Orleans, has joined McJunkin Ad- | of Col. Robert P. Glassburn, com- 


vertising Company, Chicago, as copy|manding officer of the Army air 
chief. He was formerly with Geyer,|forces replacement training center, 
Cornell & Newell, New York, and! Atlantic City, N. J. Miss Hammond 


Henderson Goes to 
Bat for ‘Normal’ 
Ad Expenditures 


But Disallows Swan 
Campaign in Fixing 
Soap Prices 


New York, Sept. 1.—The complex | 
question of what constitutes “nor- | 
in 


mal” advertising expenditures 
the eyes of key war agency officials 
was again brought into sharp focus 
| 


this week when the American As- | 


‘sociation of Advertising Agencies 
called the attention of its members 
to a statement by Leon Henderson 
“further clarifying” his attitude to- 
ward advertising. 


In an interchange of correspon- 
dence with Congressman H. P. 
Fulmer, chairman of the House 


Committee on Agriculture, the OPA 
chief defended the price ceiling 
instituted last spring on fats and 
/greases, and denied Mr. Fulmer’s 
i\charge that the adjustment had 


wives to save and prepare their tin|at one time was editor of iene be succeeded by her assistant,| been permitted so that large soap 


cans and take them to neighbor- | Salesmanship. 


Lucille Schmale. 


gat 


RAD 
OVER 


Here are the specific facts about a test 


the first 23 days of the Sonovox promotion—-at 
radio campaign in which Sonovox spots in- which time the test had to be terminated be-- 


creased the sales of a popular soft drink by 


31% 


dollar by more than 161°¢! 


The test market was Rochester, Minnesota. The 
sponsor was Velie-Ryan, Incorporated, an ag- 


gressive bottling plant. 
bitt’s Orange. . 


tional radio promotion costing ~X” dollars, sales 
from this one local plant totaled 5650 units. .. . 
This year, using a Sonovox promotion called 
“Little Joyee with the Peculiar Voice” 
spending less than half as much money as in 
1941) sales jumped 31°° over 1941 figures in 


CHICAGO 


CHICAGO: se \ Meheuw 
Franklin 6474 


Plaza $-4141 


NCREASE 
10- DOLLAR 


The product was Nes- 
Last year, using a conven- 


FREE & PETERS, INC., Exclusive National Representatives 


NEW YORK: 25> Part Ave 


Velie-Ryan Incorporated 


R ER AN 


a sTtrie FOR: ane NATE BEVERAGES | 
223 North Broadway, ROCHESTER. MINNESOTA 
August 17, 1942 


Mr. James L. Free, President 
Wright-Sonovox, Inc. 

160 N. Michigan Avenue 
Chicago, Illinois 


Dear Jim: 


In anewer to your request, I am at 
to thie letter our sales enarte for Nesbitt's Oresce 
in the city of Rochester comparing July 1941 and 
July 1942. I am also attaching our comparative chart 
for 1942 showing our three products, all of which are 
nationally-advertised franchised drinks. 


Now that the program has been completed 

words fail me when I attempt to express the actual 
results and the greatness that was attained in adver- 
: tising value, along with the immediate sales reaction. 

Frankly, Jim, it 16 my opinion that thie promotion 
and contest had appeal and success never before 
attained in any merchandising effort in thie market. 
I heartily compliment you on Little Joyce and sincerely 
feel that thie new and etartling personality will have 
a far-reaching effect on radio in the yeare to come. 


Very beet regarde. 
Sincerely, 


VELIE-RYAN INCORPORATED 


lsh igen 


Richard Ryan 


cause the bottling plant had run out of eaps! . 


actually increased the radio results-per- 


Time after time during the past year, agencies 
and advertisers with guts and imagination have 
proved that Sonovex enormously increases the 
pulling power of radio. This Rochester test is 
unique only in that it provides definite figures 
on a clear-cut comparison. We would be happy 
to send you a detailed analysis of the whole pro- 
motion—together with some suggestions for fur- 


We think the facets 


convince you of the power of “Talking and 


(and ther Sonovox ideas. will 


Singing Sound.” 


WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound” 
NEW YORK .... HOLLYWOOD 


SAN FRANCISCO: ||: Switer 
Sutter 4454 


HOLLYWOOD: 55:2 \. Gorden 
Gladstone 3949 


ATLANTA: 522 Palmer Bidg 
Main $667 


manufacturers “would be able to 
continue to make their usual large 
| profits, which would enable them 
j/not only in peacetime but during 


\this great emergency when we are | 


|spending billions in trying to win 
|this war, to advertise in the press 
and over the radio, and any other 
method whereby they might be able 
to increase their sales and cash sur- 
pluses.” 

i 


Increases Held Necessary 


Mr. Henderson told the Congress- 

|}man that “at the time this voluntary 
roll-back became effective, the soap 
|manufacturers submitted that the 
price increase they had announced 
beginning with the end of February 
|was necessary to the maintenance 
lof their operations in view of the 
ceiling prices on tallow, fats and 
| greases. 
| “Thereupon this office instituted 
an investigation of the costs and 
i|margins of the three largest soap 
manufacturing companies who are 
|responsible for about 80 per cent 
of our total production. In line 
with our previously announced pol- 
icy, normal advertising layouts were 
considered as costs in this investiga- 
tion. Any other policy with respect 
to advertising might well result in 
the destruction of the entire adver- 
tising industry, an end that is either 
beyond the authority or inclination 
of this office.” 


Thumbs Down on Swan 


Mr. Henderson observed, how- 
lever, that “extraordinary layouts 
for promotional campaigns, such as 
the recent campaign advertising 
Swan soap, were not considered as 
costs in our investigation.” 

|Editor’s Note: Mr. Henderson’s 
use of the term “layouts” appar- 
ently means “expenditures.” ] 

Mr. Fulmer’s challenge of OPA’s 
action on soap roll-back included 
the charge that “prior to the war 
Procter & Gamble and two other 
large manufacturers of fats and oils 
were able to control and fix prices 
on fats and oils produced in this 
country by the importation of tons 
and tons of cheap foreign oils com- 
ing into this country duty-free. 
Now that it is impossible to import 


fats and oils because of the serious 


war situation, they are using Mr. 


Henderson to accomplish the same 


thing.” 


Announce Changed Store 


‘Hours in Minneapolis 


A series of six 
lished in the Minneapolis Star Jour- 
nal and Tribune and 
Times from Aug. 26-31, announcing 
the changing of Minneapolis’ retail 
store hours. 

As a wartime emergency measure, 
;the Minneapolis Retailers Associa- 
tion has adopted Monday store 
hours of 12 noon to 9 p. m. so that 
defense workers who are busy dur- 
ing regular hours may be able to 
shop. 


advertisements | 
totaling about 7,500 lines was pub-| 


the Daily 


ANTI-AXIS 


= 


eX MARKS the SPOT 
Where thuc habbo 7 


Y Kong 


4 


+ 


x 
THE WHELAND COMPANY 
PROTARY ORILLING £OUIP MENT a 


Chattanooga. Tenn. 


The queer birds illustrated here he'p 
| Wheland Co. point up the need for its 
lubrication chart for oil field equipment. 
The campaign is running in business 
papers serving the oil industry. 


‘True Story’ Sets 
Minimum Figure 


for Each Issue 


New York, Sept. 3.— Replacing 
| the conventional circulation guar- 
j}antee based on an average ove 
| period of months, True Story 
nounced today that effective with 
the January, 1943, issue it will 
guarantee a minimum of 2,000,000 
| copies per issue. A pro-rata rebate 
will be made on any issue that falls 
| below this figure. 

In releasing its new circulation 
\guarantee policy, True Story 
pointed out that in spite of normal 
seasonal variations expected in a 
magazine with a_ predominately 
newsstand distribution, the publica- 
tion’s low this summer has been in 
excess of 2,000,000 copies. Indica- 
tions are that with normal seasonal 
increases fall and winter circulation 
will represent a bonus of several 
hundred thousand copies over the 
2,000,000 guarantee. 

As a result of a single copy price 
reduction from 15 to 10 cents last 
February, True Story reported, 
circulation for the February through 
May issues this year showed a gain 
of 22.9 per cent over the cor- 
responding issues of 1941. A revised 
editorial program was credited with 
|having boosted circulation of the 
| June through September issues to a 
point 31.5 per cent ahead of the 
comparable issues last year. News- 
stand circulation of the September 
issue was said to be the highest in 
|five years. 


K. R. Sutphin Joins WLS 


Karl R. Sutphin, formerly a mem- 
er of the advertising and editorial 
departments of Golfing and Golf- 
dom, Chicago, has joined WLS, Chi- 


a 
n- 


cago, as sales service manager. He 
replaces Wells Barnett, Jr., who will 
leave soon to join the Army air 
forces. Mr. Barnett’s father is 
president of Weston-Barnett, Inc. 


Waterloo, Ia., advertising age: 


| 93.7% 
RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


high radio ow 

with the nation’s 
spendable income 

a sure bet for RESU! 


Exceptionally 
combined 


tC capita 
VTIC 


*Radio Daily April 2, 194% 


Representotives: WEED & C 
New York, Chicego, 
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For reference data on these 


media consult the 
MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 
Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 

KGNC, Amarillo, Texas 

KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week Magazine 
Topeka Daily Capital 
Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


What Advertising Agencies 


From Coast to Coast 
Think of the 


Market Data Book 


The Market Data Book is the answer to the advertis- 
ing agency's prayers! Account executives, research 
directors, media men—all find in it the facts and figures 
they need in studying markets and media. And so their 
enthusiastic commendations have welled into a chorus 
of approval that has been heard from coast to coast! 

The following comments show the way advertising 
agencies using the Market Data Book have put it suc- 
cessfully to work: We use the Market Data Book fre- 
quently. Kenyon & Eckhardt, New York. . . . Have 
found it quite useful in the past. Benton & Bowles, New 
York. . . . Contains detailed information which is very 
helpful to us. Mitchell Advertising Agency, Minne- 
apolis. ... Can't imagine buying spot radio without this 
indispensable reference book. Sidney Garfinkel Adver- 
tising Ageney, San Francisco. . . . Considered part of 
our standard equipment. Moser & Cotins, Utica. . 
Contains information of great value to us and our cli- 
ents. Witte & Burden, Detroit. . . . It is one of our 
best used references in both the media and research 
departments. Lord & Thomas, San Franciseo. . . . It’s 
an awfully good job. Wade Advertising Agency, Chi- 
cago. ... Worthy of a preferred position in any adver- 
tising executive's library. Paris & Peart, New York... . 
The data is compiled in such a way as to be very useful. 
Gardner Advertising Company, St. Louis. . . . One of 
the best compendiums of market information we know 
about. Donahue & Coe, New York... . It is of great 
assistance in our planning. Short and Baum, Portland, 
Ore, . . . Contains some very valuable information 
an active member of our library. Batten, Barton, Dur- 
stine & Osborn, Inc., New York... . It is very helpful, 
especially in connection with one of our accounts. 
McClure & Wilder, Warren, O. . . . Finds repeated use 
in our plans department. Fred’k U. Dodge Company, 
Newark. .. . You have done an invaluable job. Comp- 
ton Advertising Inc., New York. . .. We have found 
many uses for it. D°Arey Advertising Company, St. 
Louis. ... We are putting this splendid edition to good 
use. Advertising Counselors, Inc., Phoenix, Ariz. . . 
We have found the Market Data Book an exceedingly 
handy reference to have around. W. Earl Bothwell 
Advertising Agency, Pittsburgh. ... It is put to constant 
use as a source of reference. Stanley J. Ehlinger Adver- 
tising, Inec., Tulsa, Okla... . It’s a fine reference. Black- 
ett-Sample-Hummert, Ine., Chicago. .. . We consult the 
book frequently. The Buchen Company. Chicago. . . . 
Contains a great deal of very valuable information. 
Klau-Van Pietersom-Dunlap Associates. Milwaukee... . 
Have found much good use for the copy we have treas- 
ured. Bozell & Jacobs, Inc.. Chicago. . . . Chuck full of 
interesting and useful information. Calkins & Holden. 


New York... . | Add our name to the list of ageney 
executives who are enthusiastic about the Market Data 
Book. Sherman K. Ellis & Co., New York... . Is of 
invaluable aid. Henri, Hurst & MeDonald, Chicago. . . . 
The uniformity as well as the completeness of the data 
included is a valuable feature. J. Stirling Getchell, 
Ine.. Chieago. . . . It is a reference book we couldn't 
like to have our library be without. Aubrey, Moore & 
Wallace, Chicago. .. . Its particularly helpful in esti- 
mating approximate coverage of programs planned for 
both newspaper and radio advertising in specific mar- 
kets. Beaumont & Hohman, Charleston, W. Va... . 
It is very complete. Pedlar & Ryan, Inc., New York... . 
Of the greatest help in analyzing merchandising prob- 
lems of our clients. Ruthrauff & Ryan, Inec., Houston, 
Tex. . . . Does not require the usual research among 
several volumes to get market information. Ferry-Hanly 
Company, Chicago. . . . The book is referred to very 
often by our marketing department. Brown & Thomas, 
New York. . . . Of use in too many ways to state in 
one letter. Roy S. Durstine, Inc., New York. . . . It 
contains a wealth of information. Van Sant, Dugdale 
& Co., Baltimore... . We have made this book a regu- 
lar part of our media department library. Batten, Bar- 
ton, Durstine & Osborn, Inc., San Francisco. . . . We 
have found your publication most useful. Sherman K. 
Ellis & Co., Chicago. . . . Much of the information is 
in more convenient form than in other publications. 
Horton-Noyes Company, Providence, R. 1. . The 
research department finds it very valuable in studying 
various markets throughout the country. Street & Fin- 
ney, New York. ... We are putting this book to prae- 
tical use on several accounts. Albert Frank-Guenther 
Law. Boston. .. . We are using it to great advantage 
in plotting advertising coverage. Frank Kierman & 
Co.. New York. . . . Whenever a market is being con- 
sidered for one of our clients, we turn to the Market 
Data Book. Root-Mandabach Advertising Agency, Chi- 
cago. .. . Packed full of the kind of information we 
need. Vanden Company, Chicago. . . . We have had 
oceasion to use the Market Data Book in checking 
media and markets for our clients. Lord & Thomas, 
New York... . We use it steadily in planning our cam- 
paigns. Theodore B. Creamer Advertising, Los An- 
geles. We are finding it extremely valuable in 
our work. Western Advertising Ageney, Chieago. . . . 
The 1942 edition is more complete and of greater value 
than any of the good ones which went before. Camp- 
bell-Sanford Advertising Company, Toledo. . . . [ use 
the Market Data Book almost as much as [ use my 
hands. Blackett-Sample-Hummert. Inc.. New York... . 


The Market Data Book is a proven time-saver for the national advertiser and his 
agency—combining in one standard reference work all the information which other- 
wise could be obtained only by referring to a dozen or more sources. Make sure 
that all those who have to study markets and media in your organization are thor- 
oughly familiar with the tremendous time-saving value of the Market Data Book. 
It’s standard equipment in the busy office which has to work with facts and figures. 


THE MARKET DATA BOOK 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 FE. Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 


Russ Bldg. 
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September 7, 1949 


Treasury Told to 
Submit Sales Tax 
Plan to Senate 


Washington, D. C., Sept. 3.—Stock 
in the proposed general sales tax 
rose again today as the Senate 
finance committee interrupted | 
Treasury Secretary Morgenthau’s | 
explanation of a “spending tax” | 
proposal and requested the Treas- | 


The secretary had asked the com- 
mittee members to approve legisla- 
tion calling for an additional six 
and one-half billion dollars in taxes 
on the spending of U. S. individuals. 
This sum would be in addition to 
the House-approved tax bill esti- 
mated to raise more than six and a 
quarter billion dollars. Mr. Mor- 
genthau said the plan would tax 
consumer spending and would 
“reach into the lowest income 
groups above the level of bare sub- 
sistence and would provide high 
penalty rates for luxury spending.” 

Committee members who listened 
to Mr. Morgenthau termed the 
“spending tax” proposal compli- 
cated and hard to understand. 
Without waiting for him to finish 


| Sen. 
| Treasury to submit the general sales | 


ury to submit a national sales tax | 
plan. 


resolution by | 
the 


imously endorsed a 

Vandenburg calling on 

tax proposal. 
The Treasury, 


meanwhile, an-| 


|/nounced that war savings bond sales 


in August totaled $697,255,000, com- | 
pared with a quota of $815,000,000. 
Sales from the 10 per cent payroll 
savings plan increased from $200,- 
000,000 in July to $225,000,000, 
with 19 million people participating | 


lin the plan during August. 


Swertfager & Hixon 
Gets Sava Account 
Sava New York, 


Company, has 


|appointed Swertfager & Hixon, New 


York, to direct a campaign in busi- 


ness papers, stressing its elevator 
cable maintenance and lubrication 
service. 


War shortages have resulted in a 
recommendation by the U. S. Bu- 
reau of Standards that elevator 
cables be re-lubricated in order to 
increase their length of life and 
maintain safety standards. 


_ 
Ink Co. Promotes Two | 


Canada Printing Ink Company 
has promoted O. T. Gibbons, for- 
merly manager of the Montreal 
branch, to sales manager, and Ted| 
Prime, formerly on the _ Toronto| 


Colgate to Launch 
‘Can You Top This’ 
Over Full CBS Nef 


New York, Sept. 2.—Starting Oct. 
3, Colgate-Palmolive-Peet Company 
will sponsor “Can You Top This,” 
now aired locally over WOR by its 
subsidiary, Kirkman & Son, via the 
full CBS network of 114 stations. | 
The program will be heard Satur- 
days, 8:30 to 9 p. m., EWT, and will 
continue in its present spot on| 
WOR, Tuesdays from 8:30 to 9} 
p. m., EWT. The CBS version of) 
each week’s show, however, will be 
completely different from the one 
heard over WOR. Ted Bates, Inc. 
is the C-P-P agency. N. W. Ayer 
& Son will continue to handle the 
program on WOR until the contract | 
expires at the end of the year. 


Clapper Replaces Swing 
General Cigar Company will 
sponsor Raymond Clapper, news- 
paper columnist and commentator, | 
over 85 Mutual stations starting 


‘Network for Socony-Vacuum Oil 


| The program will be heard on Sun- 


staff, to manager of the Montreal| Sept. 24, replacing Raymond Gram 


presentation of the plan, they unan-| branch. 


| Swing, who will go over to the Blue 


TO EXECUTIVES: 


NOW YOU CAN HELP 


The Treasury's decision 
to increase the limitations 
on the F and G Bonds 
resulted from numerous 

requests by purchasers who asked the 
Opportunity to put more money into 
the war program. 


This is not a new Bond issue 
and not a new series of War Bonds. 
Thousands of individuals, corpora- 
tions, labor unions, and other organi- 
zations have this year already pur- 
chased $50,000 of Series F and G 
Bonds, the old limit. Under the new 
regulations, however, these Bond 
holders will be permitted to make 
additional purchases of $50,000 in 
the remaining months of the year. 
The new limitation on holdings of 
$100,000 in any one calendar year in 
either Series F or G, or in both series 
combined, is on the cost price, not on 
the maturity value, 


Save With... 


Series F and G Bonds are intended 
primarily for larger investors and may 
be registered in the names of fiduci- 
aries, corporations, labor unions and 
other groups, as well as in the names 
of individuals. 


The Series F Bond is a 12-year 
appreciation Bond, issued on a dis- 
count basis at 74 percent of maturity 
value. If held to maturity, 12 years 
from the date of issue, the Bond draws 
interest equivalent to 2.53 percent a 
year; computed on the purchase price, 
compounded semiannually. 


The Series G Bond is a 12-year cur- 
rent income Bond issued at par, and 
draws interest of 2.5 percent a year, 
paid semiannually by Treasury check. 


Don’t delay—your “fighting dollars” 
are needed now. Your bank or post 
office has full details. 


e | will be heard from 9 to 9:30 p. m., 
| PWT, instead of 6 to 6:30 p. m., 
| PWT, as at present. “Lum and 


Company. The newscasts for White 
Owl cigars will continue to be aired 
over Mutual Mondays and Thurs-| 
days from 10 to 10:15 p. m., EWT. 
J. Walter Thompson Company is 
the agency. 


| 


Barrymore for Lever 


Until the return of Jack Benny 
on Oct. 4, the NBC spot from 7 to 
7:30 p. m., EWT, occupied during 
the summer by Lever Bros. Com- 
pany’s “The Remarkable Miss Cran- 
dall,” will be taken over by Lionel 
Barrymore in a dramatic series, | 
“The Mayor of the Town,” for the 
same sponsor. Ruthrauff & Ryan is 
the agency. 


Switches to Mutual 


The “First Nighter’” program, a 
veteran of two other networks, will 
emerge on Mutual Oct. 4, still spon- 
sored by Campana Sales Corpora-| 
tion for Campana’s Italian Balm. 


days, 6 to 6:30 p. m., EWT. 

The program comes back under | 
somewhat unusual circumstances; 
beginning Sept. 6 and for the next)! 
three Sundays, Mutual will offer | 
“First Nighter” as a sustainer, with 
the Office of War Information the 
“sponsor.” The show will utilize a} 
125-station MBS network. A change 
has been made in the program 
length, however. The running time 
will be 30 minutes, instead of the 25 
minutes occupied by the show on 
CBS last year, when International 
Cellucotton Products Company 
sponsored Ginny Simms in a five- 
minute program which occupied the 
last of the normal half-hour unit. 

Aubrey, Moore & Wallace directs 
the account. 


Moves to Blue 


Wander Company will sponsor 
“Captain Midnight” for Ovaltine 
over 76 Blue stations beginning 
Sept. 28. The juvenile series will| 


be aired Mondays through Fridays | 
from 5:45 to 6 p. m., EWT, for a| 
Central, Moun- | 


period of 39 weeks. 
tain and Western time zones will air 
the show at 5:45 p. m. local time. 


Blackett - Sample - Hummert, Chi-| 9, son. Stege Resigns 


cago, is the agency. 
“O'Neills” on Full NBC Net 


Standard Brands, Inc., has con- 
tracted for the full NBC net of 
126 stations to carry “The O’Neills,”’ 
daytime serial, for Royal baking 
powder and Royal desserts, starting 
Oct. 5. The schedule calls for a 
broadcast Mondays through Fridays 
at 10:15 a. m., EWT, with daily 
|repeats at 12 noon. Ted Bates, Inc., 
is the agency. 


} Renews “Backstage Wife” 


Effective Sept. 21, R. L. Watkins 
Company has renewed “Backstage 


Wife,” heard Mondays through Fri- | 


days from 4 to 4:15 p. m., EWT, 
|over 59 NBC stations, and Charles 
'H. Phillips Chemical Company 
has renewed “Stella Dallas,” “Lor- 
enzo Jones” and “Young Widder 
| Brown,” which are aired five times 
/}a week over 52 NBC outlets during 
ithe three 15-minute periods imme- 
diately following. “Backstage Wife” 
\is heard for Dr. Lyon’s toothpow- 
der; “Stella Dallas” for 
milk of magnesia; “Lorenzo Jones” 
for Phillip’s milk of magnesia and 
|Double Danderine; while “Young 
| Widder Brown” plugs Phillip’s milk 
of magnesia in both liquid and tab- 
let form. Blackett - Sample - Hum- 
'mert is the agency on all four 
| serials. 


Miles Renews Three 


Miles Laboratories has renewed 
three of its programs on the Blue 
Network. “Quiz Kids,” heard Sun- 
days from 6:30 to 7 p. m., CWT, has 


been renewed for another full year, | 


effective Sept. 27. 
the rebroadcast for the Pacific Coast 


Beginning Oct. 4, 


Abner,” aired Mondays. through 
Thursdays from 7:15 to 7:30 p. m., 
| CWT, has been renewed for another 
|52 weeks over a 67-station network. 
The company also renewed its Na- 
tional Barn Dance program on 


NBC. The show, now in its tenth! 


| brand of 


| babies. Color copy appears in current 


during the first 8 months 


Phillip’s | 


el 


ENDORSEMENT 


her your shin and batyss ‘ 


More Doctors advise Ivory than 
all other brands of soap togethe; 


alts ter New \ehvel-duds Wor) 


Procter & Gamble apparently is testing 
a new theme, based on physicians’ +e. 
plies to letters sent out by “a leading 
medical journal" asking their favorite 
soap for both adults and 


issues of national magazines. 


year of broadcasting, is heard Sat- 
urday from 8 to 8:30 p. m. 

Wade Advertising Agency directs 
the account. 


General Mills Adds 10 


General Mills added 10 stations to 
its Blue Network lineup for “Jack 
Armstrong—the All-American Boy” 
program when the serial made its 
debut on the Blue Aug. 31. One 
hundred stations now carry the 
show, which is heard at 5:30 p. m., 
CWT. Knox Reeves Advertising is 
the agency. 


“Dr. L. Q.” to Big Net 


Beginning Sept. 21, Vick Chemi- 
cal Company will increase the NBC 
network carrying its “Dr. I. Q.” 
show for Vitamins Plus from 65 sta- 
tions to 125. “Dr. I. Q.” will con- 
tinue to make appearances in key 
cities. Grant Advertising directs 
the account. 


Lokensgard Succeeds 


Robert Burton, who has repre- 
sented Macfadden Women’s Group 
in the Chicago territory for the past 
year, after six years with the Gard- 
ner Advertising Company in St 
Louis, has been commissioned a 
captain in the Army and has been 
inducted into the service. He has 
been succeeded by M. O. Lokens- 
gard, for the past five years a mem- 
ber of Liberty’s Chicago staff. Mr 
Lokensgard was formerly with Mc- 
Graw-Hill and has had wide adver- 
tising and publishing experience. 

George R. Stege, Jr., has also 
resigned from the Chicago staff of 
Liberty. 


In 1535 


advertising pages 


(23°%% more than last year) 
over 400 advertisers 
talked to Business Week's 
400,000 readers... to 
day's most active sales 
territory! 
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OUR /MOVE 


% This page co 


For weeks we've had movers, carpenters, deco- 
rators, etc., in our hair. But now we're all set in 
our slick new quarters at 32 West Randolph (en- 
tire 21st floor), where we'll be at home Thursday, 
September 10th...and from then on. 


OUR NEW PLACE gives us twice the space we 
used to have and the new loop location is a lot 
more convenient for most people. 

No opening is a proper opening without a house 
warming, so as the kickoff we're holding our... 


4™H ANNUAL EXHIBIT OF MEMBERS WORK. The 
work of leading Chicagoans will be presented. 
Exhibits in Graphic Arts, Design, Package Design, 
Advertising Layout, Typography, Photography. 
THURSDAY, SEPTEMBER 10TH, 7 P.M. Admission 
(non-members) 25c. Cocktails on the house. Organ 
recital. New exhibits in visual reference room. 
Nothing for sale. Here is a good chance for you 
to discover the many ways in which the services 
of Art Center can help you in your business 


ART CENTER Ce 228: 


AMERICAN DESIGNERS INSTITUTE wv ART DIRECTORS CLUB OF CHICAGO 
ASSOCIATION FOR COLOR RESEARCH x CHICAGO GUILD OF FREELANCE ARTISTS 
SOCIETY OF PHOTOGRAPHIC ILLUSTRATORS ww SOCIETY OF TYPOGRAPHIC ARTS 


tributed to Art Center " by COLLINS, MILLER HUTCHINGS, INC., Chicayo Photoengravers 
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McMillen Sets Out 
to Raise Feeding 
Standard on Farms 


(Picture on Page 35) 

Chicago, Sept. 2.-— An ambitious 
program to carry the message of 
balanced ration feeding to the live- 
stock and poultry raisers of Amer- | 
ica was unveiled to a conference of | 
agricultural press representatives 
here last week by McMillen Feed | 
Mills of Fort Wayne, Ind., producer | 
of Master Mix feeds. 

The publicity and _ educational | 
phases of the program, designed | 
primarily to convince farmers and 
livestock feeders of the dollars and 
cents value of improving their feed- 
ing methods, is now just getting 
under way, and advertising is ex- 
pected to get started by Oct. 1, and 
to be operating under full steam 
early next year. 


Take Four-Day Course 


To launch the program McMillen 
has built a complete story on the 
importance of scientific feeding, and 
has put this story into a variety of 
sound-slide films, chart talks, leaf- 
lets, folders, etc. Its staff of eight 
field representatives was called in 


iselves then came to the home office 


three-day training program, in 
which it was not only acquainted 
with the complete program, but was 
also instructed on how to pass the 
program on to territory representa- 
tives. 
Territory 


representatives them- 


for a four-day course, designed to 
indoctrinate them with the story | 
and to make them letter-perfect in| 


|their job of carrying it to dealers, | 


and of working through dealers to 
carry it directly to groups of feed- 
ers. 

Kit Is Promotion Key 


The principal device upon which 
this plan of direct contact and meet- | 
ings with dealers and feeders rests 
is an ingenious kit, containing a 
complete “leader’s guide,” a chart 
talk outlining the thinking behind | 
the program, a number of sound- 
slide films showing the importance 
of balanced feeding under various 
conditions, ete. The kit also in- 
cludes a built-in screen, space for 
sound-slide records, and an extra 
projector lamp so that, with the kit 
in one arm and a sound-slide pro- 
jector in the other, a field man or 
territory representative is com- 
pletely equipped to stage a meeting 
jeither with dealers or feeders—a 
meeting which may last from two 


‘True Story’ Names 
Mitchell Ad Mgr. 


James L, Mitch- 

, ell, who joined | 
Macfadden Pub-| 
lications in 1928, | 
has been ap-| 
pointed advertis- 
ing manager of | 
True Story, suc-| 
ceeding Asa R. 
Blish, resigned. | 
In 1931 Mr. | 
Mitchell was| 
named Western) 
manager of True 
Story, a post he| 
held until he| 
came to New! 
York as Eastern manager in 1940. 
Formerly he was 
Collier Publishing Company. 


‘Collier's’ Hits Peak 

September advertising volume 
exceeds any previous September in 
its history, Collier’s reported last 
week. The Sept. 26 issue will con- 
tain more linage than any other 
September issue. 


Promotes W. D. Williams 


W. D. Williams, editor of Men’s 
Wear, New York, for the past three 
years, has been named general man- 
ager of that publication, in charge 
of editorial and display advertising 


J. L. Mitchell 


to the plant and given an intensive 


hours to two days. 


departments. 


sand persons. 


O other major United 
States city equalled 
Detroit’s income tax 

return record of 218 per thou- 

Nearest ap- 

proach was Chicago with 203 

returns per thousand. These 


figures for the year 1941. 


Along with Detroit’s amaz- 
ing mounting tide of employ- 
ment, these figures just cited 
indicate the primary import- 


DETROIT’S 
income tax retarn 
per thousand 
highest 
in 


in which 


With a 


crease of 
since Ja 


a city of 


ance of this town as a place 


373,482 for August, an in- 


Free Press keeps pace with 
Detroit’s growth and market- 
ing opportunities. 
only morning newspaper in 


has not increased its adver- 
tising rates. 


The Detroit Free Press 


Story. Brooks & Finley, Ince. Natl. Representatives 


to sell merchandise. 


circulation total of 


52,387 copies per day 
nuary, The Detroit 


It is the 


over two million. It 


with Crowell- | 


| factor 


Agency Placements |—_ mew 
“4 anel kind of ce Poudre 


in Business Papers 
Score 14% Gain 


Chicago, Sept. 2.—The ever-in-| 
creasing participation of advertising | 
agencies in the industrial field was | 
reflected this week in figures which | 
reveal that 504 agencies placed a| 
total of 213,831 pages in business | 
papers during 1941. Reporting their | 
figures to Industrial Marketing for 
its annual tabulation, all but four 
of these agencies also listed 1940 
placements, to register a gain of 
14.88 per cent for the year. 

Agencies are becoming a greater 
in preparing and placing 
advertising in business papers, the 
publication indicates, and a favor- 
able comparison may be drawn| 
between the agencies’ 1941 totals) 
and the upward trend of advertis- 
ing volume which appeared in busi- 
ness papers during the same year. 
Whereas the agency placements 
were up 14.88 per cent over 1940, 
total advertising volume of 113 
business papers increased 13 per 
cent during the same period. 


BBDO Holds Lead 


Batten, Barton, Durstine & Os-/} 
born, which has held the lead since | 


the Industrial Marketing tabulation | 
|}was inaugurated in 1940, again 
|takes the top spot with a total of 
10,342 pages used, as compared with 
| 9,684 in 1940. Behind the leader, 
|considerable shifting of rank was 
noted. 

McCann-Erickson jumped from 
sixth place in 1940 to second place 
|last year, increasing its total pages 
from 4,076 to 5,436. Lord & Thomas, 
which was second in 1940, took 
third place. J. Walter Thompson 
Company and G. M. Basford Com- 
| pany continued in fourth and fifth 
bene Fuller & Smith & Ross, 
although increasing the total num- 
| ber of pages used, went from third 
‘to sixth. 
| Campbell-Ewald Company main- 
| tained its rank of seventh, while the 
Buchen Company and Murray 
|Breese Associates exchanged ninth 
land eighth places_ respectively. 
_Cockfield, Brown & Co., Ltd., re- 
|mained in the tenth spot. 

Charles W. Hoyt Company ad- 
vanced from 20th to 12th place, 
showing a gain of 59.6 per cent in 
total placements, and others to step 
up in ranking included Geare-Mar- 
/ston, Inc., James Thomas Chirurg 
‘Company, Oakleigh R. French & 
| Associates, Paris & Peart, and Cald- 
well-Baker Company. 

Canadian agencies materially in- 


| Norris-Patterson, Ltd., moving up 
‘from 21st to 16th place in the tabu- 
lation and J. J. Gibbons, Ltd., up 
\from 27th to 20th. 


Accountant to Study 


Furniture Grouping 


| Frank E. Seidman, New York 
public accountant, has been named 


Board. 


Mr. Seidman, who 


charge of studies 


\creased their 1941 business, with} 


a consultant in the furniture indus- | 
try branch of the War Production | 


supervised 
accounting for the aircraft produc- 
tion board of the War Department 
in the first World War, will be in 
leading to the 
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Following its introduction in Latin Amer- 


ican dailies, Richard WHudnut's Three 
Flowers face powder, with a new for- 
mula and new package, is being pro- 
moted in Canadian newspapers and 
magazines and with spot radio. James 
Fisher Co., Ltd., is the agency. 


‘Forum of Future’ 
Theme for New 
Airways Campaign 


New York, Sept. 3.—A series of 
spread ads, pointing out the role 
of Pan American Airways System 
“in creating a better world,” was 
launched this week in American 
Aviation, Life, Newsweek, Time and 
United States News. The campaign 
is set up as a “Forum of the Fu- 
ture,”’ in which various outstanding 
personalities will answer the ques- 
tion, “What kind of world are we 
fighting for?” 

Each ad will answer the question 
from a different point of view. The 
first two answers were written by 
John Dewey, philosopher, and Dr. 
Hu Shih, who until his recall this 
week was Chinese ambassador to 
the United States. Copy will take 
|its theme from the ideas of the 
various contributors. J. Walter 
Thompson Company is the agency. 


‘Hall Linton Named 


Hall Linton, who joined the com- 
pany a year and a half ago, has 
_been named Chicago territory rep- 
resentative for Maclean’s’ and 
Chatelaine by MacLean Publishing 
Company, Ltd., Toronto. Mr. Lin- 
ton’s headquarters will be in To- 
ronto. Bert Hughes, formerly Chi- 
cago manager for the magazines, 
has been named Montreal manager 
for Chatelaine. 


Joins Home Ec Magazine 

| Inez Searles Willson, formerly 
director of the home economics de- 
partment of the National Livestock 
and Meat Board, has joined What's 
|New in Home Economics as asso- 
_ciate editor. She also will be assist- 
\ant director of the experimental 
|test kitchens of Harvey & Howe, 
| publisher of the magazine. 


ttentio 


applying of the principal of concen- 
tration of production to various fur- 
niture lines. Many larger furniture 
companies are now swinging to pro- 
duction of plywood sub-assemblies 
for planes and complete gliders. 


Uses Women’s Magazines 

Chap Stick Company, Lynchburg, 
Va., for the first time will add wo- 
men’s magazines to its media list 
for the fall and winter. Insertions 
in weeklies will continue, as well 
as regular schedules in_ service 
men’s magazines and Army camp 
newspapers. 


Bloch Gets Three 


H. George Bloch, St. Louis adver- 
tising agency, has been appointed 
to direct advertising for the Flori 
Pipe Company, Mozel Chemical 
Products Company and Alvey Con- 
veyor Mfg. Company, all of St. 


Louis. 


‘ 
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Window Posters 


We've just produced a ‘ sr-coler 
window poster which will shortly be 
shown in retail display © — 
throughout the country. Ser? nai 
copy — and details of re’ arke 

low cost. 
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Senate Committee 
Will Consider 
Retailers’ Plight 


Washington, D. C., Sept. 1—The 
plig it of retailers and small manu- 
facturers in industries most seri- 
ously curtailed because of wartime 
shortages will be reviewed, and 
dies sought, in a _ series 


(Dem., Mont.) announced 
today. 

Recommendations affecting the 
e wartime and post-war busi- 
ness Structure of the country will 
be considered. Among them will 
be suggestions for improving fed- 
era! price control policies, rationing, 
inventory control, concentration of 
civilian production, promotion of 
substitute products and _ training 
executives of general experience 
for administrative work in war 
plants; and plans for cooperative 
assistance between business con- 
cerns along the lines of the English 
system under which companies 
closing are assisted by those re- 
maining open. 


To Quote Figures 


“Detailed figures never before 
made public, on the business out- 
look for specific retail trades during 


1943 and for the duration of the 
war will be presented by Depart- 
ment of Commerce _representa- 


tives,’ Senator Mahoney announced. 
“These figures gathered by Com- 
merce Department experts will be 
the first really authoritative figures 
available, and should be of enor- 
mous interest to business men con- 
cerned about what the war will do 
to them.” 

Legislation to be considered by 
the committee for submission to the 
Senate includes several bills pro- 
viding for financial assistance for 
firms suffering because of govern- 
ment restrictions. 


Trade Associations Represented 


Witnesses will include spokesmen 
for many of the national trade asso- 
ciations representing businesses 
seriously curtailed by the war— 
such as petroleum, automotive, lum- 
ber, building materials, hardware, 
furniture, electrical, radio and ap- 
parel. Leon Henderson, price ad- 
ministrator; Donald Nelson, chair- 
man of the War Production Board; 


Jesse Jones, Secretary of Com- 
merce, and Marriner S. Eccles, 
chairman of the Federal Reserve 


Board, will also appear. 


A CHROMART 
PRINT 


FROM YOUR 


ODACHROME 


WILL YIELD SUPERIOR 


Covor PLATES 


| 


TTI 


A fine Chromart Colorprint 

Gives ort director, client 

ond engraver the art-copy 

they like. Prices $38 up. 
Write! 


TT 


__ PHOTOCHROME 
we N. FAIRFAX AVE. « HOLLYWOOD 
Overnight by Plone 


of | 
ings of the Senate small-busi- | 
committee, Sen. James E. Mur- 


‘Roberts Joins Wards 


Dorothy Roberts, for the past year 

with Blackett-Sample-Hummert on 
'Procter & Gamble’s Oxydol account, 
|has joined Montgomery Ward & Co., 
| Chicago, as assistant to A. T. Scott, 
advertising director of the retail 
| section. 


| Herbst Leaves Schenley 


A. William Herbst, who has been 
with Schenley Distillers Corporation 
in an executive sales capacity, has 
resigned from the company. 


Gets Tile Account 


Kraftile Company, Niles, Cal., 
has named Sidney Garfinkel Adver- 
tising Agency, New York, to direct 
advertising for its glazed and un- 
glazed tile products. 


Flower Bulbs Due 
for Big Premium 
Push in Soap Copy 


New York, Sept. 2.—Flower bulbs 
occupied the premium limelight 
this week when Lever Bros. Com- 
pany and Procter & Gamble Com- 
pany indicated that they will soon 
join Colgate-Palmolive-Peet Com- 
pany in promoting their products 
with appeals to garden lovers. 

Starting Sept. 21, Lever Bros. 
magazine copy and radio commer- 
cials plugging Lux will offer a 
“rainbow garden” of 10 tulip bulbs 
to those sending in three Lux box- 
tops and 10 cents, an offer similar to 


one made last year. Using the same 
media, P&G will promote Ivory 
snow, Ivory soap and Duz with an 
“indoor bulb garden offer,” in re- 
turn for the usual three labels and 
10 cents. 

Colgate-Palmolive-Peet’s promo- 
tion, already launched, will cover 
675 cities before it ends in October. 
Using one insertion in each city, 
675 newspapers will carry copy urg- 
ing housewives to “accept this ex- 
quisite magic plant ball,” which 
sprouts and grows merely by the 
addition of water. The Colgate ads 
show a complete display of all 
C-P-P products, and three tops or 
wrappers from any of the brands 
are acceptable in exchange for the 
premium. 

J. Walter 


Thompson Company 


directs the Lux account; Compton 
Advertising handles Ivory and Duz; 
while Ted Bates, Inc., is the Colgate 
agency. 


Makes Booklet Available 


The American Arbitration Asso- 
ciation has made its recently-pub- 
lished booklet entitled ‘Labor Arbi- 
tration in Wartime” available with- 
|}out cost to corporations, unions and 
attorneys. Copies may be obtained 
at the organization's administrative 
offices, 9 Rockefeller Plaza, New 
| York. 


Gets Hotel Account 

Hotel Pierre, New York, has 
named Needham & Grohmann, Inc., 
New York, its advertising 
agency. 
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THE YANKEE NETWORK gives 


ECT SALES IMPACT 
Ts / 
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HE Yankee Network has built dominant 
listenership in New England by years of serv- 
ice, not to one market, but to ALL important 


buying centers. 


The various communities themselves have 
taken a vital part in this cooperative, good 
neighbor policy, which has created such a deep 
and enduring friendship for Yankee Network 


hometown stations. 


New Englanders’ loyalty to people, products 
or services that have proved themselves worthy 


is traditional. 


That's why The Yankee 


you today the coverage, audience, the good- 
will and friendship that it did last year, the year 


YOU NEED 
MORE THAN ONE 
STATION 


Network delivers to 


before, and for a long period preceding. 
These are significant, dollar-wise reasons why 

you should insure maximum results from your 

radio investment in this sound, substantial mar- 


ket. They're all included 


in "New England's 


Own" network of 20 stations. 


< 


~ 


WNAC — Boston 
Key Station of New England’s Own 
Y ANKEE NETWORK, observed its 
20th Anniversary on July 31st 


EE NETWORK 


11 BROOKLINE AVENUE, BOSTON, MA 


$5. = * BOWARD PETRY & CO. INC., tochave Norems! 
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Lucky Strikes, 
Pall Malls Named 
in FIC Complaints 


Commission Charges 
Principal Claims Are 
False and Deceptive 


Washington, D. C., Sept. 1.—The 
Federal Trade Commission this 
week extended its drive on cigaret 
advertising to a third one of the 
“big five” brands. 

Named in FTC complaints charg- 
ing false and misleading adver- 
tising were the American Tobacco 
Company, manufacturer of Lucky 
Strikes, and its subsidiary company, 
the American Cigarette and Cigar 
Company, maker of Pall Malls. 

The FTC filed similar complaints 
early last month against R. J. Rey- 
nolds Tobacco Company, maker of 
Camels and Prince Albert pipe to- 
bacco, and Philip Morris & Co., Ltd., 
manufacturer of Philip Morris and 
Dunhill cigarets. The date for filing 
of the Reynolds and Philip Morris 
answers has been extended to Sept. 


15. (ADVERTISING AGE, Aug. 17 and 
Aug. 31.) 


Hit Principal Themes 


Termed “inaccurate, deceptive, | 
false and misleading” by the FTC 
were some of the principal copy 
themes and slogans used in Lucky 
Strike advertising in recent years, 
including the traditional “It’s 
Toasted” slogan and the more re- 
cent claim that “among independent 
tobacco experts, buyers, auctioneers 
and warehousemen (those who 
know tobacco best) Luckies have 
over twice as many exclusive smok- 
ers as have all other cigarets com- 
bined.” Other Lucky Strike claims 
cited in the FTC complaint in- 
cluded: 

That Luckies are less acid than 
other popular brands; that they are 
less irritating to the throat than are 
competing brands, because they are 
toasted; that they offer throat pro- 
tection and are easy on the throat; | 
that they offer protection against 
coughing, and that they contain less 
nicotine than do competing brands; 
that American Tobacco buys the 
cream of the tobacco crop for the 
manufacture of Luckies; that the 
tobacco bought for Luckies is better 
and higher priced than that used 
in the manufacture of competing 
brands of cigarets; that the tobacco 
in Luckies is lighter and finer than 


that in competing brands; that the 
leaf is milder than that in com- 
peting brands, and that the respon- 
dent pays higher prices than do its 
competitors to get the finer, the 
lighter and the milder tobaccos. 
Denying all these claims, the FTC 
complaint charges that “in general 
the representations made by the 
respondent and the implications and 
intendments thereof are inaccurate, 
deceptive, false and misleading.” 


Condemns “Filter” Claim 


Pall Mall representations consid- 
ered “false and misleading” in the 
FTC complaint against the Ameri- 
can Cigarette and Cigar Company, 
include: 

That Pall Malls filter the smoke in 
such a way as to get rid of throat 
irritants; that they protect the 
throat; that it has been established 
as a scientific fact by independent 
research that with users of Pall 
Mall cigarets there is noticeably less 
finger stain or no finger stain at all, 
and that finger stains will fade or 
disappear completely when one 
smokes Pall Malls. 


The commission also complains | 


that the Pall Mall coat-of-arms of 
three crowned figures, allegedly 
similar in design, form and pattern 
to that of the royal family of Great 
Britain, and the inclusion of a Lon- 
don address upon the inside lid of 


a 
the Pall Mall “Georges” container 
falsely imply that Pall Malls are of | NEWEST PACKAGE 
English origin or manufacture and | 
have the endorsement of the British 
royal family. 

Both companies were given 20 
days to file their answers. 


‘Collier’s’ Reports 
Circulation Gain 


In spite of a newsstand price in- 
crease from five to ten cents and a 
subscription raise of from $2 to $3, 
Collier’s report for the first six 
months of 1942 shows a circulation 


gain of 28,512. ABC figures for first, MACMILLAN PIONEERS AGA\\: 
six months of 1941: 2,909,794; cor- | New 1-Quart Container Without \). ta) 
responding months of 1942: 2,938,- _ 


306. for RING-FREE MOTOR Ol! 
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Taylor Named Manager 


of Y & R on Coast , fiw: 
Glenhall Taylor has been named | ber 
manager of Young & Rubicam’s | ag 


Hollywood office. He has been with 
the agency for five years as director 
of Silver Theater and producer of| Macmillan Petroleum Corp. will introc 
the Burns and Allen show. | a non-metal container for its motor 

Mr. Taylor succeeds Tom Lewis,| with this copy in dailies and magaz 


who has joined the armed forces.  - gegae 
Buys ‘Pottery & Giese’ Macmillan Oil 
Haire Publishing Company, new! Ads to Announce 


York, has purchased Pottery and | 


Glass Salesman to merge with its) 
own publication, Crockery and Paper Package 
Glass Journal. | New York, Sept. 2. — Announ e- 


“ 


War workers are moving into other communities. 
They don't know any local tradespeople and what 
advertised products are carried, or where they can 


get service on any household products. 


o A 
TRADE MARK 


Many dealers have given up their 


businesses to join the Services or go 
into war industries. Their former cus- 
tomers must find new dealers with 
whom to do business. 


Many people who bought 
your product 5 or 10 years ago 
may be unable to replace it now. 
They will want to find an author- 
ized service dealer. 


S the war goes on there will be more and more 
shifting of markets for sales and service. Much 


of this new business will go to concerns who use 


——EEE 
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ment of a new quart conta: e, 
|which uses no metal will be m de 
by Macmillan Petroleum Cor; . 


papers and magazines for Macy)(l- 
lan Ring-Free motor oil. Insertions 
will appear in newspapers in 59 
cities, as well as in Collier’s, | 


= MPANY . National Geographic, Newsweek, 

FOM cha The Saturday Evening Post nd 
— Time. 

Copy, built around an actual--ize 

|picture of the “tinless” can, I] 


carry the headline, “Macmillan Pio- 
neers Again,” and will point out 
that to insure ring-free lubricatin 
oil, sealed at the refinery, for open- 
ing by consumers, the corporation 
has solved a “difficult packaging 
problem.” 

The new package uses no Critical 
materials since three plastics, ap- 
plied to a three-ply spirally wound 
paper container, are made from in- 
gredients of the farm and cattle 
range, including corn, other grains, 
flaxseed, animal tissue and bones 
The substitute containers are less 
expensive to produce than tin cans 
it is claimed, and are just as 
able, lighter and easier to open 

Roy S. Durstine, Inc., is the 
agency. 


-KGHI Joins Blue 


Station KGHI, Little Rock, Ark 
will join the Blue Network effective 
Jan. 12, 1943. The station operates 
full time, with 250 watt power on 
1,230 ke. 


Rapp to Gunn-Mears 


Rosa W. Rapp, formerly ass 
educational advertising directo: [! 
S. Duane Lyon, Inc., New Yor s 
joined Gunn-Mears’ Advertising 
Agency, New York, as account 
executive. 
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What prospects would see when they looked under 
your business classification for your trade mark. Note 
how easy it would be for them to contact your dealers. 


Trade Mark Service in the Classified Telephone Direc- 
tory. This identification plan tells prospects where to 
find authorized outlets in a city or community. 

Dealers appreciate the business the Classified brings 
... And the public appreciates being directed to 
authorized service outlets for repairs on their time- 
worn products. 

A discussion with a Trade Mark Service represen- 
tative may help solve some of your problems 


created by the war. You can reach him by call- 


ing your telephone company business oflice. 
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The literature shown here 7 

just as necessary to conserve ink as it Is to 

demonstrates how you can enjoy the many ' . ; 

i A save other items, because the pigments from which 

advantages of FULL Color during the war- | | ee | | 

Cc _> P - . ~@e . e 

some inks are made contain critical materials vital 

time period... and still use less pigments 

: to the war effort. 


than in your usual two-color jobs. ai 
: This does not mean, however, that you cannot 


* * * 


have beautiful FULL Color in your advertising and 
packaging material, sparkling with eye and sales 


{Continued on next page} 
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appeal. It means simply you should use ink judi- 
ciously and sparingly. 

How can you follow this conservation policy in 
your advertising material and still enjoy the many 
advantages of FULL Color? Note the illustration on 
the preceding page . . . it shows a group of repre- 
sentative advertising folders and other literature, 
all produced in attractive FULL Color and yet 
using considerably less ink than many jobs pro- 
duced in two colors. 

We like to refer to these typical examples as 
“Victory Folders.’’ Fewer large-size illustrations 
are used, as well as fewer solid backgrounds and 
panels. The conservation of vital pigments is 
accomplished by the use of small FULL Color 
halftones, screen panels and liberal areas of white 
space. And each of these lithographed pieces is a 
high quality, powerful sales help! 

The influence of FULL Color reinforces adver- 
tising material. Its use helps meet today’s peculiar 
selling problems, and paves the way for the new 
business horizons and opportunities of the future. 


THE COUPON BELOW WILL 
BRING YOU THIS NEW BOOK 


advantages of FULL Color in 


meeting today's selling problems and in building for future business. 
It tells how to use FULL Color judiciously . . . how you can get beautiful, 
effective results and still help to conserve paper and inks. It explains 
how to prepare FULL Color art work . . . describes various methods 
used for reproduction . . . contains valuable color charts, folder styles 
and sizes, and a wealth of other helpful information that will save you 
time and money. In addition it gives you the complete story of our unique 
service. Mail the coupon today! 


Send today for this valuable 
28-page book, prepared espe- 
cially for sales and advertising 


Stecher-Traung Lithograph Corporation, Dept. 1509 
274 North Goodman St., Rochester, N. Y. 
600 Battery St., San Francisco, Calif. 


Please send a copy of your new 28-page, Illustrated Full Color Book 
entitled “The Value and Patriotic Use of Full Color'’—free of charge 
and without obligation. 


Name Title 
Firm 

Address 

City State 


Type of Business 
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And, it is surprisingly easy to step up your 
advertising material with FULL Color at big 
savings! Stecher-Traung Lithograph Corporation, 
with a record of over 75 years of leadership in 
FULL Color Lithography, offers a_ sensational 
development, the unique FULL Color ‘Gang Run”’ 
Service that makes possible beautiful, dramatic 
FULL Color at a price comparable with what you 
usually pay for only two colors. 

Practically any job you have can be put on one 
of the many kinds of Stecher-Traung *‘Gang Runs”’ 
in minimum quantities of 25,000—consumer folders, 
circulars, booklets, broadsides, streamers, displays, 
box wraps, cartons, labels, etc. Our tremendous 
facilities enable us to produce this material for 
you, in FULL Color, efficiently and economically. 
Quick service, too—no matter where you are. In 
addition to our two large, modern plants we 
maintain sales offices in leading cities. Investigate 
today .. . ask to see samples . . . get our quota- 
tions on your jobs. And mail the coupon below 


for our valuable new book! 


= * $F ——_ 
= . 
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Consumer Folders - Booklets - Circulars 
Broadsides - Labels - Box Wraps - Streamers 
Displays - Cartons - Folding Boxes 
Seed Packets - Merchandise Cards and Envelopes 


STECHER-TRAUNG 


LITHOGRAPH CORPORATION 


For Over 75 Years A Great American Institution 


ROCHESTER, N. Y. SAN FRANCISCO, CALIF. 
BALTIMORE HARLINGEN OAKLAND 
BOSTON HARTFORD PORTLAND, ORE. 
CHICAGO HOUSTON SACRAMENTO 
CLEVELAND LOS ANGELES ST. LOUIS 
COLUMBUS MACON SEATTLE 


NEW YORK 
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OPA Tests Price 
Control Campaign 
i Richmond 


Retailers, Media 
Join in Consumer 
Education Drive 


Richmond, Va., Sept. 2.—This his- 
toric Southern city, which once ral- 
ied to Patrick Henry’s call for lib- 
erty, has just witnessed the opening 
sun of a new fight—this time the 
ight against inflation. 

Richmond was _ selected, along 
with Charlotte, N. C., as a test mar- 
ket in which the Office of Price Ad- 
ministration might use business 
methods and business channels of 
communication to educate consum- 
ers on the threat of inflation and on 
the workings of price control. Rich- 
mond’s retailers and media rallied 
behind the government program 
with one of the most intensive and 
thoroughly merchandised campaigns 
ever seen in this city. 

The Richmond News Leader and 
the Richmond Times-Dispatch alone 
varried more than 15 full pages and 
the equivalent of 13 full pages in 
smaller, retailer-sponsored adver- 
tisements devoted in whole or in 
yart to price control during the 10 
jays of the campaign, from Aug. 20 
to Aug. 31. 

Although aided by sample adver- 
tisements prepared by the Ad- 
ertising Council for the OPA’s 
ommercial relations department, 
Richmond’s local admen chose to 
prepare their own copy and art, em- 
yloying with striking initiative most 
f the principal techniques and me- 
iia of advertising to explain to con- 
sumers in words of one syllable 
what the government had explained 
to retailers in reams of regulations 
and orders. 

In newspapers, over the air, 
cards on the fronts of streetcars, on 
jutdoor posters, and from countless 
vindow displays and counter dis- 
lays, merchants used showmanship 
ind salesmanship to put across the 
logan, “Richmond Fights Inflation,” 
nd to present simple rules for the 
onsumers to help “Keep the Cost 
f Living Down.” 

What makes OPA’s’ Richmond 
‘est stand out sharply from previous 
ttempts to inform the public on 
price regulation is the fact that the 


on 


PA elected to let businessmen 
arry the ball. Thus the campaign’s 
success rested on a foundation of 


mutual confidence and understand- 


ng between buyer and seller, rather 
‘nan on a foundation of amateur 
policing or “snooping,” which had 


een feared in some retail and pub- 
shing circles. 


Alderson Gives Help 


Representatives of the OPA’s 
mmercial relations department, 
faded by Wroe Alderson, former 


‘rector of market research for the 
urt Publishing Company, laid 
‘ne groundwork for the Richmond 
rive early in August, in confer- 
‘neces with the Merchant's Trade 
‘ssociation and the Chamber of 
ommerce. Execution of the cam- 
41gn was left entirely in the hands 
' Rechmond businessmen, coordi- 
‘tated by William Ellyson, Jr., ad- 
frtising director of the Richmond 
*Wspapers. The OPA personnel 
emained on the sidelines. 

Contacts were made directly with 
“ch branch of the retail field, and 
‘Mics on price control, rationing, 
servation and the advertising 
_ 1 were held for smaller re- 
ailer 


' n five sections of the city. 
cal businessmen, aided by a sales 


Presentation and sample advertise- 
onte repared by the Advertising 
~oun for OPA, informed their 
‘ollea es and competitors on the 
is and public value of giving 


Price regulation active support 


" their daily selling. 

— *rs were asked to tie in 
a © campaign in their adver- 
leo their window and counter 
A , and their personal selling. 
Wlatens play committee suggested 


display ideas, and several 


| ported by 
shortly initiate similar price control | 


ADVERTISING TELLS PRICE CONTROL STORY 
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MILLER & RHOADS 


When the OPA chose Richmond, Va., 


along with Charlotte, N. C.., 


as test cities 


for its campaign to educate consumers on inflation and price control through 


advertising, local merchants cooperated heavily. 


Miller & Rhoads, Richmond's 


largest department store, told the story of its own price records and outlined a 


six-point program for inflation control. 


Thalhimer's Centurama translated in- 


flation to eggs at a dollar a dozen, a price within the memory of many members 
of the World War | generation. 


store windows carried cards ex- 
plaining how price control kept 
down the price of specific goods. 
Boy and Girl Scouts distributed 


banners with the slogan, “Richmond 
Fights Inflation.” Milkmen  dis- 
tributed flyers with every bottle. 

Local efforts were dovetailed 
closely with vertical industry drives 
in the food, drug, dry goods, furni- 
ture and other lines. Chain stores 
and independents alike shared in 
the program. 

Paralleling the entire commercial 
program was a consumer campaign | 


carried on through women’s clubs | 
and consumer organizations. 
After reviewing results as re- 


field men, the OPA will 
education drives in the largest cities, 
extending eventually to every city 
of 16,000 population or more. 

The Newspaper Advertising Ex- 
ecutives Association has prepared a 
sales presentation to help educate 
retailers on using showmanship and 
salesmanship in their compliance 
with the price regulations, and from 
20 to 30 advertising and media men, 
recruited for the purpose by the 
OPA, will supervise the local cam- 
paigns. 


Costly ‘Smokes 
for Yanks’ Cause 
Brief Commotion 


New York, Sept. 3.— Tobacco 
company executives wrote off as an 
unfortunate incident this week the 
news that some Yanks in Egypt paid 
22 cents a pack for supposedly 
“free” smokes. 

Soldiers in the foreign 
started to grumble, and rightly, 
when some post exchanges asked 
them to pay for packages of cigarets 
stamped “Compliments of ‘Smokes 
for Yanks,’” a campaign organized 
last winter by the Chicago Tribune 
and other newspapers as a service 
to Army men. 

The mystery was cleared up when 
it was explained that a supply of 
salable cigarets was traded for an 
equal number of packages stamped 
for free-distribution and that the 
post exchanges sold the “Smokes 
for Yanks” packs. Neither manufac- 
turers nor sponsors were involved 
in the sales. When 22 cents seemed 
a high price, it was explained 
that the authorities had agreed not 
to undersell the local Egyptian mar- 
ket, which averages that price. 

Since no particular brand was 
mentioned, and the shipment in- 
volved was an assorted one, none 
of the tobacco company represen- 
tatives expressed undue concern 
over the incident. Any ill will 
created by the brief mystery, they 
believed, would be cleared away by 


service 


the Army explanation. 

the “Smokes for Yanks” 
by the newspapers, and their fair- 
ness in dividing the shipments as 
equitably possible among the 
various cigaret makers, were given 
unstinted praise. “The truth 
one official said, “the soldiers 
don’t have enough cigarets, at least 
not yet. We'll do all possible to get 
additional smokes to the Yanks.” 


Harry J. Grant, 
‘Journal’ Head, 
Wins ‘42 Award 


Support of 
campaign 


as 


is, 


Just 


Milwaukee, Sept. 2.—Harry John- 
iston Grant, chairman of the board 
of the Journal Company, owner of 
the Milwaukee Journal and Sta- 
tion WTMJ, has been selected 
|the winner of 
the 1942 distin- 
guished service 
medal presented 
annually by the 
Cosmopoli- 
tan Club of Mil- 
waukee. 

Mr. Grant will 
receive the award 
because of his 
'sponsorship of 


as 


‘the Journal’s 
jemploye stock 
‘ownership plan, Harry J. Grant 


| Frank W. Engel, 

/chairman of the service award din- 
ner, announced. The award will be 
presented at a dinner in mid-Octo- 
ber. 

Mr. Grant came to the Journal as 
‘advertising manager in 1916, be- 
lecoming vice-president and  pub- 
lisher three years later. After the 
death of the late L. W. Nieman, 
founder of the Journal, Mr. Grant 
became editor and later chairman 
of the board of the Journal Com- 
pany. 

It was at this time that Mr. Grant 
conceived the plan for employe 
stockholding, a plan that provides 
not only for sharing profits but 
eventually assumption of manage- 
ment. Today Journal employes own 
40 per cent of the outstanding stock 
of the company, including its radio 
subsidiary, and eventually the own- 
ership will be 100 per cent. Nearly 
600 employes hold shares represent- 
ing an equity in the company of 
more than $3,000,000. 

The basis of the plan is perpetual 
employe ownership of the Journal, 
extending from front office execu- 
tives to the printers in the “back 
room” and the copy boys. At the 
time the plan was instituted, Mr. 
Grant was in a position to have 


purchased control and at least 75) 
per cent of the property for himself, | 


and he had many offers from out- 
side interests to lend him any 
amount he might have required. 


| where 


OPA Sets Rules 
for Mail Order 
Price Posting 


Washington, D. C., Sept. 2.— 
Speculation as to the manner in 
which retail mail order houses 


should post ceiling prices for cost- 
of-living commodities was ended 
this week, when the Office of Price 
Administration established two 
methods of company compliance: 

1. By showing the seller’s maxi- 


/mum price for the 200 cost-of-living 


commodities set forth 
eral maximum price regulation at 
the place in the catalog or flyer 
each article is listed for sale. 


in the gen- 


2. By printing on the cover or 
the page immediately following the 
statement “All the prices in the 
present catalog are our ceiling 
prices with the exception of . o 
(listing those commodities offered 
at less than ceiling prices, or re- 
ferring the customer to another 


page where such a list appears.) 


If the mail order house uses the 
first method, it need state ceiling 
prices for only the cost-of-living 
commodities. If it chooses the 
second method, it must list each 
commodity, whether cost-of-living 
or not, for which the catalog sell- 
ing price is lower than the ceiling. 


Bigger Export Drive 
for Alka-Seltzer 


Miles Laboratories, Elkhart, Ind., 
has released an expanded news- 
paper and radio campaign for Alka- 
Seltzer in Latin American markets. 
The drive was worked out in co- 
operation with the Office of Inter- 
American Affairs. 

Space and time will be devoted to 
pro-democratic themes, along with 
copy promoting the product. Ex- 
port Advertising Agency, New York, 
is in charge. 


Lorentz Joins OWI 


Anne Lorentz, war service co- 
ordinator of Station WTAG, Wor- 
cester, Mass., has resigned to accept 
a post in the international division 
of the Office of War Information. 


WMA® is the station most 


Chicagoans listen to most. 


WMA® is the station which 


carries 


the air. 


7 of the 8 most popular programs on 


WMA®@ is the station most 
people in 33 important trading centers listen to 


most. 


WMA® is the Chicago station 


listened to most in 9 metropolitan centers. 


WMA®@ is the station that most 
people in 123 counties of Illinois, Indiana, Mich- 
igan, lowa and Wisconsin listen to most. 


And as a consequence, it is the 
best vehicle for your sales message in the Nation’s 


second market. 


key ME Weed Station in © 
Represented by NBC Spot Oltices in 
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4 | Hitting Below the Belt 


A news story in the Aug. 31 


issue of ADVERTISING AGE described 


the operations of the New York City | 


Civilian Defense Volunteer Office in 
dramatizing, through exhibits, the 
work of this branch of the war 
effort, and told how literature of 
Consumers’ Union has 
tributed there as a commercial pro- 
motion disguised as a part of an 
official defense agency. 

This written by Irwin 
Robinson, one of our veteran edi- 
tors, and a careful and painstaking 
reporter, has attracted widespread 
comment, as it should have done, 
because it spotlights what we be- 
lieve is a subtle and unauthorized 
use of official machinery in behalf 
of a commercial organization dedi- 
cated to attacks on advertising and 
advertised products. 

When trusting civilians, includ- 
ing school children, parents and 
teachers, visit this center and re- 
ceive C-U literature asserting that 
“too much of our buying is deter- 
mined by high pressure advertising 
which wants to sell us non-essential 
goods,” it doesn’t take much stretch 
of the imagination to realize what 
the effect will be. And whether we 
like it or not, it is just such insidious 
propaganda, dignified by ostensible 
official or governmental approval, 
that creates public opinion and in 
the long run determines public atti- 


been dis- 


story, 


tudes and legislative and adminis- 
trative policies. 

After Mr. Robinson started his 
investigation of this activity, C-U 
literature disappeared, at least tem- 
porarily, from the 
exhibit sponsored by the Consumer 
Services Division of the civilian 
defense organization. This at least 
suggests that the glaring impro- 
priety of promoting a commercial 
service through public channels of 
this kind was recognized by those 
in charge, and that even a sugges- 
tion of criticism sufficient to 
cause an immediate change in the 
procedure. 

We do not believe that the inves- 
tigation should be allowed to stop 
there. If the facts as revealed by 
ADVERTISING AGE are _— sustained, 
there should be an official disavowal 
by Washington of any OCD spon- 
sorship of Consumers’ Union propa- 
ganda, and a complete and unquali- 
fied elimination of commercial 
activities which been given 
any kind of pseudo-endorsement. 

Business men who are devoting 
themselves to every effort to help 
win the war are justified in resent- 
ing efforts on the part of enemies of 
business and advertising to climb on 
the bandwagon of 


section of the 


Was 


have 


patriotism and 
promote their commercial interests 
in the guise of making an unselfish 
contribution to the war effort 


Salvage Advertising Results 


While it is probably too early to 
evaluate the results of recent adver- 
tising to salvage of iron 
metals, we 
that the 


drive has not been as successful as 


promote 
and steel and other 


have an uneasy feeling 
it could and should have been. Con- 
sidering the large sums contributed 
by industry to the undertaking, this 
would not be a result calculated to 
create enthusiasm on the part of 
who might be considering 
similar efforts to enlist public sup- 
port in various phases of the war 
effort on the civilian front. 

For some reason which has not 
been fully explained, much of the 
advertising to aid in salvage work 
was not 


others 


related to local collection 
drives, and therefore failed to sup- 
ply the working machinery for suc- 
cessful accomplishment of the 
desired objective. Merely to adver- 
tise that the public should contrib- 
ute needed materials to the stock 
piles of metals, 
obviously 


rubber, etc., was an 
inadequate program. To 
be successful, it should have been 


tied to specific collection § plans 
organized and staged by the local 
salvage committees which have had 
the responsibility for this work, 

Advertising executives in the iron 
and steel industry, whose companies 
contributed the large sums provided 
for this effort, have expressed frank 
disappointment over the failure to 
organize salvaging activities 
timed with the appearance of the 
advertising, and feel that not 
enough attention was given to the 
details of the program, such as 
would have been insisted upon had 
the work been the responsibility of 
a single enterprise. But like many 
cooperative programs, the plan was 
so general in character as to lack 
the timing and _ follow - through 
which are recognized essentials of 
successful commercial 
and promotion 

Let’s hope that the final results 
will justify a more optimistic view 
of what can be done through indus- 
try cooperation in promoting the 
war effort. 


local 


advertising 


EFFECTIVE POINT-OF-SALE MERCHANDISING 


Post 1 
“Have another beer, Sergeant?” 
Ad-libbi 
-li ing 
Standing Room Only which is broadcast each Saturday 


If the Chicago Journal of Com- 
merce’s Hartford dispatch of Aug. 
28 is accurate, this column suspects 


ithat the Insurance Advertising Con- 


ference in New York the middle of 
this month will be the most inter- 
esting and widely attended adver- 
tising gathering ever held As the 
Journal reports it: 


HARTEFORD, Con Aug. JS 
Members of the Insurance Advert 
tising Conference Will learn about 
women at their two-day annual 
meeting Sept. 14 and 15 at Roose 
velt Hotel, New York City, it was 
announced here today by EF. Sid 
ney Holt, superintendent of the 
publicity department of the Aetna 
Insurance Company and publicits 


chairman for the conference 

The women's speaker will = le 
Mrs. Jean Austin, editor of Thre 
lmerican Hlome Vaqarzine, Whose 
subject will be “How to Make 
Women.” 


Swell-Fair-Junk 


If yvou’re planning to send your 
boy in the service a cribbage board 
or chess set or checkers for Christ- 
mas, forget it. Ditto smoking jack- 
ets or lounge robes or cigaret cases 
or money belts. 

These taboos stood out in a fasci- 
nating study just released by De- 
partment Store Economist, which 
put the question squarely to 1,000) 
soldiers and sailors, spread over 47 
states. The interviewees pulled no 
punches they labeled some 51 
items as swell or fair or junk. 

Cigarets ranked highest with the 


Army men, 79.4 per cent, while 
waterproof watches clicked with 
89.7 per cent of the sailors. Other 


things the boys like are good regu- 
lation shirts and socks; home-made 
cookies and jams; small sewing kits; 
small portable radio sets; leather | 
wallet with insignia; pen and pencil | 
set with clip on top; photographs of 
friends or family in unbreakable 
But lay off diaries. And, oh 
yes, the boys like pocket size bibles | 
—the sailors more than the soldiers! 

What pleased us particularly 
about this alert research job by a 
business paper, was the fact that its 
human interest elements were 
recognized as front-page news by 
the New York World-Telegram. 


‘F. O. B. Detroit’ 


WJR, Detroit, has put into one of 
the most effective brochures we've 
seen in a long time the text of the 
talks given on “F. O. B. Detroit” by 
Detroit industrialists and 
“F. O. B. Detroit” is an 
sustaining program 
WJR and 


case. 


others 
unusual 
conceived by 
produced by its. staff, 


by 96 CBS stations. The program is 
a morale-builder, explaining to men 
in the armed forces and to the world 
at large how industry and labor in 
the Detroit area are backing the 
fighting forces by means of a five or 
six-minute report on Detroit’s war 
production by prominent figures in 
that effort. The body of the half- 


hour program is musical, martial 
numbers, patriotic and_ traditional 
songs. 


Flying Manuscripts 

Duplicate sets of manuscripts 
flown from England to the United 
States by separate RAF bombers, 
via different routes to insure at least 
one getting here, made possible the 


special September Royal Air Force | 


| 
| 


| Latin America. 
| operative effort on the part of U.S 


issue of Flying which is currently | 


on the newsstands. The 278-page 
issue is a complete and authori- 
tative account of the RAF’s history, 
character, constitution and exploits, 
worked up especially for Flying by 
the British Air Ministry. 

One of the most interesting things 
about the issue is the inclusion of a 
number of kodachrome shots of air- 


‘craft in action, said to be the first 
reach the| 


such photographs to 
United States since the beginning of 
the war. 


Jottings 

Well, boys, now it’s the National 
Hallowe'en Committee which wants 
to do its best to raise our spirits, 
our morale and perhaps our spend- 
ing fever by “sponsoring a national 
campaign this year to encourage 
families from one end of the coun- 
try to the other, to run a Hallowe’en 
party and for them to invite at least 
one soldier, sailor or marine.” If 
you're interested, write to Bert 
Nevins, director, at 50 E. 42nd street, 
New York... 

“One British bomber over Europe 
every 60 seconds” starts off a large- 
size newspaper ad which ran re- 
cently in Canadian papers. And 
then: “Every 15 seconds someone 
buys a tin of Kkovah salts.” 
Which is roughly our idea of the 
kind of “war advertising’ that 
oughtn’t to be running. . . 

Directors of Belden Mfg. Com- 
pany, Chicago, are aiding the war 
bond drive in their own way. At 
their meeting last week 
clared a dividend of 371% cents a 
share, payable at the option of the 
shareholder in either war bonds or 
stamps. The dividend amounts to 
just enough on the trading unit of 
50 shares, to buy a $25 bond. 


they de- 


— — 


Information 
for 
Advertisers 


The following documents n 
secured without charge from 
panies sponsoring them, or th: 
ADVERTISING AGE, by any nat 
advertiser or advertising 
executive writing on his busing 
letterhead. 


No. 2036. The “Secret Weapo 
American Business. 

The Association of Export Ad 
tising Agencies has issued this book- 
let, which points out the seriou 
of the need for speedy action ip 
beating the Axis to the draw in 
It shows how co- 


manufacturers can help our cou: 
win on this front. 


No. 2037. It’s 
Counts. 


Influence That 


Data concerning the size an ™ 
fluence of the Midwestern Nezro 


|market are offered in this materia! 
‘issued by The Call, Kansas ( 


Mo. Included are figures on popu- 
lation, employment and_ in e, 
and a retail outlet survey of brand 
preferences by Negro consume 


No. 2038. Get On the Band Wa: 
Radio Station WTAM offers 


booklet which describes a list of 
available programs, with informa- 
tion about their cost, rating d 


audience response. 


No. 2039. The Distribution of Ad- 
vertising and Circulation in St 
Louis. 

Media Records linage tigures 
St. Louis newspapers, covering the 
first six months of 1942, are listed 
in this folder issued by the St. Loui: 
Post-Dispatch. Also tabulated are 
daily and Sunday circulation com- 
parisons 


No. 2040. When You 
Buy an Audience. 
Radio Station WTAG has issued 
this folder, which reports the re- 
sults of a coincidental telephone 
dealer preference and personal in- 
terview survey showing listening 
habits in the Central New Englar 
area. 


Buy Tim 


No. 1970. Life Sells—Why? How’! 

In this new manual, which is 
designed especially for advertisers 
salesmen, Life shows its estimated 
audiences in trading areas which 
have central cities of 25,000 or more 


population. The pages also show 
numerous examples of retailers’ 
tie-ins with Life ads at points of 
sale 
No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial Apped! 
and Memphis Press-Scimitar, has 
issued this new map, which incor- 
porates sections of the four states 
making up the Memphis trade area 
A table provides figures on retail 
sales, population and newspaper 
coverage of counties and towns 0! 
over 2,500 in the market 


No. 2016. Newsweek a Majofr 
Force in American Business and 
Industry. 

Facts about Newsweek— its back- 
ground, editorial purpose, reader In 
terest and a wealth of other m@ 
terial are compiled in this n¢ bro- 
chure. The circulation - readers!P 
study is carried out in detai!. W 


graphs showing circulation £4!D>, 
trends and growth compsrisons 
Letters from readers and a «ircula- 


tion analysis by business c! fica- 
tions point to Newsweek's } 
tion of the business and industté 
setup and the Washington scene 


No. 2003. The Story of ! iting 
Inks. 

The history of the art ins 
making and how the early p: mfné 
inks were made are told this 
folder issued by General Printiné 
Ink Corporation. The fold hm 

Cok 


has an interesting story 0! 
Then and Today.” 
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'THE SHOW IS ON'—FOR U. S. ARMY RELIEF Buckley, Dement & Co. One fea- 
Army War Show . — ‘ - ture of this campaign was a reprint 
Nn A RINGSIDE SEAT AT THE BATTLEFIELD of the article from Collier’s, ap- 
hee Var 5 : pended to a letter from Mayor Ed- 
h b { A f See the Army War Show—Soldier Field ward J. Kelly, general chairman of 
x | | 0 tun Gln ane sie Daten the show in Chicag The mayor, 
a : a head of Chicago’s vast civilian de- 


Ss ° fense system, asked the city’s block 
00 romo ion captains to back the drive. If the 
— show pulls 80,000 people for 11 con- 
By JOHN CRICHTON secutive nights, as its backers ex- 
oa lias pect it to, it will be due in no small 
a Chicago, Sept. 3. The greatest a) measure to the mayor's efforts. 
g entertainment spectacle ever staged . f 
Summarizing the promotional 
in this country, the last word in| sabes aie hi , . 
public and employe relations, the onion work which is the foundation of the 
' million-dollar benefactor of families AR COMES T0 CHICAGO FIELD cvearegeipen he rsetamee sana ae ak 
; ° ays i *ll-deserve ri st at ad- 
of ghting epee and the best hy po- SEWEFIT ARMY EMERGENCY RELIEF —TONIGHT AT SOLDIER FIELD PROGRAM vertising’s door. “The success of 
dermic for bond sales came to Chi- | ee 7 ARI WAR SHOW Sie diane” te eave “ee an archi 
cago this week when the Army War! )= . aaa Bi. — a ‘Sc, eee . ' 7 “secon A eee ea aaa 
Show bivouaced on the turf of es <= BENEFIT ARMY EMERGENCY RELIET wees ae Teere oss aches! OF AGVErtising. 
. Grant Park and set up its theater in| == —: 
‘ Soldier Field. ss Fru Biss . = 
For the show, which has also| => er 
. ~ been called “This: Is Your Army” — === < | comes, 55° ee ee ee 2 
in and “Hell at 8:40’—the last a title = > Tl scssense conve 
~ adopted for Collier’s by Dan Parker a ee ee : 
LS —is many things. Its backers tell 60 10 te ARMY wae sow ARMY WAR SHOW \ — 
ry you proudly that in the seven cities INTERNATIONAL HARVESTER COMPANY pis Sevciiaeaias Gquaaiaas Op 
n which the show has already ap- a oS wa eee aaa 
That peared, bond sales soared 100 per Lt? as oes eens 
cent. 
Best of all, besides the civilian With this copy in all Chicago newspapers, industry advertised the Army War Show. Using paid space, 25 companies spon- 
dealt morale-building which watching the sored the cooperative copy. International Harvester Co. saluted the show in large space copy (center) in all Chicago 
armed forces in full swing accom-, "ewspapers and suburban publications. 
: plishes, the War Show expects at “ i + . 
; the end of its Chicago run to have to 5,000 empty seats out of 30,000 Besides this promotion, the show drive, conducted under the super- pov Back FD Flin MichincaP 
rid cleared one million dollars to be capacity on opening night, the three has had the aid of a direct mail vision of Homer Buckley, head of f . , ene 
7 given to the families of Army men. closing nights found it turning away 
7 more than 12,000 disappointed spec- 
Started in World War I tators. “The last night,” Mr. Max- 
7a et “ts +e rark t , fi ds s 
“ The Army War Show can trace well Len ceo invariably = wits 
oe . : 110-120 per cent sold out. 
its existence back to the first World ed : ; , 
{ , . ~ One criticism is often made of the 
st o War, when Charles S. Hart helped |. é fot ; ae 
: show. A spectator tells his wife as 
yrma- to concoct a show which eventually Gaiw lanve the adios: “Gare. it’s a 
drew some $1,400,000 for the U. S. oi aga gee BR yet ae 
‘ ; swell show—but what I want to 
Treasury. That predecessor is pale — Phat wane ; 
; know is, why aren't they using 
beside the one which Americans “yh ~~ 
f Ad- al those tanks to defeat Rommel?’ 
may now witness. on 
in St 7 The answer to this query is 
The new show was born when)... Tees pas 
= a ‘ simply, Mr. Maxwell says, that the 
Mr. Hart—properly Major Hart, be- Big ; sleniEpe sige d 
. vause the ex-publisher of Elks show robs no expeditionary force of 
go the M - Gh bay sea = ““|arms. The material displayed is to 
a] Magazine had retained his commis- : aye : Acad 
liste ; ae , be had in plenty by our Army. The 
sion in the 20-year armistice period rom nate 
Loui sour a Sst ,./men are draftees, and the show is 
answered the War Department's saad treinies fae thetn 
d are call with an idea of how to demon- S ‘ 5 
coms strate to the people what the Army Sponsor Cooperative Copy 
was doing with the material re- 
Tin cently culled from civilian life, and The Chicago promotional job for 
what American industry and labor the War Show has been conducted 
vere creating to smite the foe which principally in three media, news- 
etnias menaced them. papers, outdoor and transportation. 
1e € T , ‘ sre ave _ ai . > 
phi Given “Go Ahead” cig ek Pangea sep = 
al it one . space in which the copy was pre- O 
te The War Department liked the sented. Billed at the national rate, et 
_ idea and gave Maj. Hart the green| the six newspapers of Chicago re- « 
ng light The War Show committee ceived $33,000 in a fortnight for the 
pays for the meals and transporta-| promotion. As in other cities, local 
How' tion of the 2,000 officers and men companies contributed from $1,000 ° P P 
ae who take te and the government to $2,500, jointly sponsoring the wit h T H E C H R 2) N ! C L E Ss b ! g 
ase pays the salaries. The civilian pays | copy. j ; i i 
-tisers pays | Sons — ! 
sated out his money for an educational Since the aim of the drive is to home delivered city circulation y 
which cause. . . sell tickets. all of Chicago’s outlets 
r more Associated with the first War | for ticket sales were tied in. Restau- 
: Show ; 1 , rj > sec ac | rs splave stickers <i 
is _ ind now with the second as | rants displayed _Sticker: on their ei Home - Delivered 
tailers’ aan inistrative officer is Lloyd Max-|menus, urging attendance at the Cireuletion then the 
ints of well, _ first vice - president of War Show; the Association of West- ‘0 fel Nowsten Heuston Newspeper. 
Roche, Williams & Cunnyngham. As /ern Railways agreed to put up post- f 
~ aa for the show, Mr.jers in depots, and some even sold Home - Delivered - 
Trade : ots - 7 pene to herald the aang a the rege cove gp 7 LM City” Creation then the | 
coming oO le extravaganza. yuses and taxicabs advertised anc Houston Newspaper. iy 
y In eight cities so far, Baltimore, | sold tickets for the show. The Chi- = : 
~ can Phil a Pittsburgh, Akron,|cago bus company conducted a 
a has Detroit, Milwaukee, Des Moines and | ticket selling contest, with cash 
sow Omaha, capacity crowds have been| prizes to drivers who sold the great- 
‘states the rule. Where the show played |est number. Want to move your products quickly and in big 
1» ares — volume . in Houston? Then, push them with “A” 
. retail schedules in Houston’s ACTION medium... The Chron. 
yspaper icle. This newspaper gets action because it is delivered 
anna a daily to almost one third more homes than the second 
paper .. . and to almost half again as many homes as 
“Major the third paper . right in the Houston A, B. C. City 
ress and Zone! 
“a ~ 5 ° 4 
k- Overwhelmingly Preferred by Advertisers! 
yd IN SELECTING TODAY'S MEDIUM WITH he g'y y : 
‘ 
During the first half of 1942 advertisers placed 63.1% more linage 
ma- - - - 
: hon : THE FASTEST GROWING CIRCULATION ‘i in The Chronicle than in the second paper, and 162.7'% more in 
ee hip * fi The Chronicle than in the third poper. 
idershi 
anth 
we EETCAR AND BUS ADVERTISING Facts trom Media Records and March 31, 1942, Publishers’ Stotements to A.6.C 
) gains, ; = 
sons ; a . : a 
_ WILL INSURE YOU OR YOUR CLIENTS 
fica- 
noneta- -prapdheong SPACE NOW AVANASEE. 


Ti [HOUSTON CHRONICLE 


@ FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR THE 30TH 
CONSECUTIVE YEAR 


cen sa. sr 


o URRA Y¥& MALONE CO. 


a MINNEAPOLIS, MINN. — 

— ee F R. W. McCARTHY, THE BRANHAM COMPANY 
alst Pe e National Advertising Manager National Representatives 
Col INNEAPOLIS + ST. PAUL + DULUTH + SUPERIOR 


TO SELL HOUSTON e@ BUY CHRONICLE e@ TEXAS’ LARGEST DAILY 


Member of NV. A. T. A. 
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NOW—AFTER 8 MONTHS 
OF CLIMBING 


NEWSS w- 1 PUE . 
New Circulation 


es! 


\ 


Here is how TR UE STORY’S New 2-Point Program 


has proven itself in Substantial Circulation Increases! 


Returns from these 


Editorial Features are 


Highest in History. 


Stull further evidence to the 
soundness of True Story’s Two- 
Point Program is seen in the 
increasing returns from these 
two cash-by-mail reader parti- 
cipation features. 


DRESS PATTERNS AT 15¢ 


1942 1941 “¢ Change 


Jan. 4.761 3,955 + 20.3 
Feb. 6,272 5,548 - 13.0 
Mar. 7,520 6,525 + 15.2 


April 4,810 3,509 4 37.1 
May 8415 5,619 + 49.8 
June 12,831 $6203 +1068 


STYLE BOOKS AT 


1942 1941 =~ Change 
Jan. 467-328) 4+ 42.3 
Feb. 1,747 566 = +-200.6 
Mar. 1,601 572 +-179.8 
April 1,181 284 + 315.8 
May 1.241 373 +232.7 
June 1,505 370) 4+-306.7 


15¢ 


Elmer Roeper, business manager for 
True Story’s Fashion Service, says, 
“Returns from the Pattern Service we 
supply True Story are now running at 
the highest rate in 10 years. For the first 
5 months of this year, cash orders have 
totalled 38,016 against 27,309 for last 
year — an increase of 40%.” 


In another letter, less than a month 
later, Mr. Roeper says, “Reader re- 
sponse to True Story’s Pattern Service 
has established another new high rec- 
ord in the June issue —50% higher 
than the previous month to month 
record.” ... 


INCREASE 


FEB. - MAY 


1941 
CIRCULATION 


FEB.- MAY 


1942 
CIRCULATION 


INCREASE 


JUNE -SEPT. 


1941 
CIRCULATION 


JUNE-SEPT. 


1942 
CIRCULATION 


POINT #] —PRICE CHANGE. 


Beginning with the February issue, True Story 
reduced its price to 10¢--competitive with 
other leading women’s magazines. (Later prices 
of the 3 women’s service magazines were 
increased!) The February -May issues showed a 
22.9% increase over 19411! Also, effective in 
May, began a program of adjustment of edi- 
torial content to the findings of True Story’s 


new system of monthly readership research.—> 


POINT 7 
EDITORIAL POLICY. Circulation increases 
resulting from price reductions normally slack 
off in ensuing months. However, with the June 
issue, True Story’s new policy of concentration 
on “Best Liked” material was in full effect... 
and...the next four months showed an increase 
of 31.5% over 1941... a greater gain than 
even those monihs directly following the 
price reduction! 


ACTUAL AND PROJECTED CIRCULATION AVERAGES 


ems True Story's toto! Circulation 10 year average, 1932-1941 inclusive. 
= @ @ A projection of that average curve with a low point at the 2,000,000 mark. 


—um True Story'’s old guarantee based on the average of the issues used. 


Jan. Feb. Mar. Apr. May 


June July Aug. Sept. Oct. Nov. Dec. 


2,500,000 


sd 


~ 
e "Tine 


2,200,000 


2,000,000 


1,500,000 


Here is what 2,000,000 circulation per issue can mean in comparison with True 
Story’s former guarantee. The dotted black line shows True Story’s indicated 
circulation bonus with the low point at the 2,000,000 mark. The curve is based 


on True Story’s seasonal performance during the past ten years. 


HERE ARE THE FIGUR!S 
MONTH BY MONTH. 


9 


Circulation increases this \ ear 
compared with last year and 
the 10 previous years. 


True Story’s circulation for February 
was highest in 4 years. In 10 years. onl 


2 issues were larger. 


Circulation for March was highest in 2 
years. In 10 years, 4 issues were larger 
Circulation for April was highest in | 
years. In 10 years, 3 issues were larger 
Circulation for May was highest in 5 
years. In 10 years, only 2 issues wer 
larger. 
° © 


Circulation for June was highest in} 


years. In 10 years, only 1 issue wa: 
larger. o 

Circulation for July was highest in‘ 
years. In 10 years, only 1 issue wa: 
larger. @ 

Circulation for August was highest in’ 
years. In 10 years, only 2 issues wer 
larger. or 

Circulation for September was highest 
in 5 years. In 10 years, only 2 i--ue- 
were larger. 


NEWSSTAND CIRCULATION 
always has been the real pulse 
of a magazine's vitality. 


True Story’s newsstand circulation for 
February was highest in 4 year: 


oO 

... for March was highest in 4 years. 
@ 

..for April highest in 4 years 
o 

..for May highest in 4 years 
& 

.. for June highest in 4 years 
a 

..for July highest in 5 years 
€ 

..for August highest in 4 ye 
@ 


.. for September highest in 5 »ea@t 
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ory Announces a 
y;uarantee Policy 


PER 


2.000.000 MINIMUM GUARANTEE i: 


Effective with the January, 1943 issue the current guarantee (based on an average of 2,000,000 for issues used), is changed to 


2,000,000 minimum guarantee per issue, A pro-rata rebate will be made on any issue or issues which fall below this figure. 


With current newsstand levels highest in five years and 1942’s summer “low” in excess of 2,000,000, 
True Story predicts an annual net paid delivery for 1943 larger than in any year but one in its 
entire 23-year history—and a bonus circulation this fall and winter highest ever. 


+) VERY BUYER of advertising space knows that the — sistently higher than 


last years levels—ranging 
seasonal fluctuation for a predominately news- 


continuing Reader Research established early last 
from a 17% increase to a 43° increase! 


summer, a policy of concentration on “best read” 


stand magazine averaging 2,000,000 circulation may 
run close to 400,000 copies —a swing between 
1,800,000 in the months and 
2,200,000 in the (winter) months. For years 
this type of fluctuation has occurred with True Story. 


low” (summer) 


“high” 


Yet, currently, True Story, during its normally 
“low” season has been running in excess of 2,000,000! 
Therefore, normal seasonal increases indicate a 
bonus for True Story advertisers by fall and mid- 
winter of several hundred thousand. Now — that ex- 
pectancy is backed by True Story’s new guarantee 
of a minimum of 2,000,000 copies per issue. 


New Policy Based on Achievement 


For eight consecutive months True Story’s circula- 


tion (both in total and newsstand) has run con- 


Furthermore, circulation for every one of these 
eight months is running higher than at any time 
during the past four or five years! 

Now ... after these months of experience, True 
Story backs with cash its minimum base of 2,000,000 
copies per issue, —— 


Made Possible by 2-Point Program 


Last fall, in order to take fullest advantage of in- 
creasing retail opportunities. True Story instituted 
a 2-Point Program: 

FIRST, True Story’s newsstand price was scheduled 
for reduction (with the February 1942 issue) to a 
level competitive with that then existing for most 
other leading women’s magazines. 


SECOND, based on early results from True Story’s 


True Story material took effect with the June, 1942 
issue. What has happened as a result of these two 
steps is truly impressive: 


Here’s What Happened 


For each of the four months following the First 
Point (price reduction) True Story’s newsstand cir- 
culation ran at a higher level than at any time dur- 
ing the past three or four years. 

For each of the subsequent four issues (following 
True 
Story’s newsstand circulation gained at an even 
higher rate. 


the Second Point—“editorial concentration” } 
These issues ran at a higher level than 
at any time during the past five or six years. 

Now, with a substantial bonus indicated for fall 
and winter True Story’s exclusive advertising advan- 
tages become particularly attractive for 19143 lists. 


4 the cost of the average of the 11 other 
leading magazines... 
any single one! 

True Story is read most thoroughly . 
the average story is read by 
buyers. True Story has the highest pass- 


or monthly ... 
cated audience—84% 


at far less cost than 


No Other Magazine Can Match TRUE STory’s Advantages! 


True Story reaches more Wage Earners, 
America’s most important market, than 
any other magazine in the world .. . at 


on circulation of any magazine—weekly 
it has the only non-dupli- 
of 


readers read no other general monthly 


True Story’s 


or women’s service magazines! 


And continuing surveys show that ad- 


71° of its 


vertisments enjoy a higher proportion of 
thorough readership in True Story than 
in any other magazine checked! 
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September 7, 1942 


ANPA Sponsors 


Journalism Awards 


The 1943 monograph award, 
sponsored jointly by the American 
Newspaper Publishers Association 
and the National Council on Pro- 
fessional Education for Journalism, 
will be based on the subject, “The 
Achievements of the Newspaper in 
Public Service During the War.” A 
gold medal and $500 cash award 
will be presented at the ANPA con- 
vention next spring. 

The competition is open to gradu- 
ate and undergraduate students in 
recognized schools of journalism. 
All monographs must be limited to 
2,500 words. Closing date is Jan. 1, 
1943, at ANPA headquarters, 370 
Lexington avenue, New York. 


Reynolds to Eureka 


Lafayette C. Reynolds, industrial 
executive and business analyst, has 
been appointed to the newly-created 
post of assistant to the president of 
Eureka Vacuum Cleaner Company, 
Detroit. 


Sales of Dated 
Meister Brau 
Beer Hit Peak 


Consumers Take to 
‘Guaranteed Fresh’ 
Appeals on Radio 


Chicago, Sept. 2.—With the trend 
to bigger bottles daily gaining mo- 
mentum as a wartime economy 
move, the Peter Hand Brewery 
Company looked forward this week 
| to steadily increasing sales of some- 
thing comparatively new in its field 

dated half-gallon bottles of Meis- 
|ter Brau beer. 
| Months before metal supplies | 
were tightened up and bottle caps 
| became scarce, H. P. Heuer, presi- 
dent of the Chicago brewery, hit | 
|upon the then novel merchandising | 
idea of dating the company’s half- 
gallon bottles. The plan meant 
revolutionizing the delivery system, 
getting supplies of Meister Brau to 
dealers much quicker and making 
sure that all had adequate stocks 
of fresh beer on hand. 


“Guaranteed Tap Fresh” 


When the system was in working 
order, neckbands carried a new con- 
sumer appeal—‘Dated draft beer— | 
guaranteed tap fresh” and the com- | 
pany was ready to tell its story to 
the public. Using its regular total 
of nine half-hours a week on WGN, | 
|Chicago, plus additional programs | 
and spots on eight other stations in 
its marketing area, the company 
succeeded immediately in boosting 
sales. Business on half-gallon bot- 
tles is now running far ahead of 
any previous sales on this size, the! 
company says. 

The dated theme—less familiar 
to beer than, for instance, milk, | 
coffee, and bread—was a_ natural 


To assure complete sales produc- 
tiveness in the rich, populous Texas 
Gulf Coast area you should con- 
sider twin markets—Houston and 
Corpus Christi . . . served by twin 
stations KXYZ and ERIS. 

You see, Houston's KXYZ ... and 
KRIS of Corpus Christi—the super- 
selling “Twins” —bianket Texas’ 
two great metropolitan centers sit- 


ewhy time buyers need twins! 


WHEN THE TWINS TELL IT — YOU SELL IT 


uated in areas nature geared to 
war production. Here you'll find no 
plant conversions . . . because oil. 
cotton, chemicals, live stock, farm 
produce and Gulf Coast manufac- 
tured armaments are in greater 
demand than ever before. 

The “Twins” offer you special com- 
bination rates ... yes and unique 
merchandising “extras”. Write for 
facts today. 


@ Repr aw ily by the 8 s Compony 


|\WGN. Other commercials for the 
|large bottle, as well as quart and | 
|pint sizes, will be included on the 


—— 


for the half-gallon Meister Brau 
since it is an unpasteurized draft 
beer. Under refrigeration it can be 
preserved for a long time, but it 
may lose some of its original flavor 
if kept too long. Public response 
to the “guaranteed fresh’ appeal, 


i\the company believes, indicates the 


worth of speeding up its delivery 
system within a 50-mile radius of 
Chicago where its sales are concen- 


|trated. Draft beer which goes out- 


side the zone is not dated. 
Appeal Is Copied 


Peter Hand claims to be the first 
brewer to feature dated half-gal- 
lons, a claim which inspired another 
local brewer to advertise that it 
had always dated its beer. But the 


|originator wrote off this contention 


because the date referred to the time 
the beer was brewed, not bottled, 
and such a custom is followed by 
the entire industry. 

The company, probably the larg- | 
est purchaser of Class A time on a} 
50,000-watt station, plans to con- 
tinue promotion of its dated half- 
gallon bottles exclusively on the | 
“Hoople Hour,” comedy show| 
broadcast three times weekly over 


other WGN programs, a sports fea- 
ture six times a week; the Jimmy 
Evans dramatized magazine, six | 
times weekly; and a 15-minute show 
featuring short stories from Liberty, 
three times weekly. Display mate- 
rial for dealers augments the cam- 
paign. 

Mitchell-Faust Advertising Com- 
pany directs the account. 


Hills Bros. Ad | 
Features Glass | 
Jars for Canning — 


a 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

vertising men. It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 

of any kind. The author is glad to receive comment, but 

cannot answer letters, except as he may find it appropriate 
to do so through the column. 


August 24. Somebody in the office And his whole business conduct w 
loaned Miss Malaprop her first copy governed by this idea. By wi 
of the Reader's Digest. I asked her words was he changed into t 


how she liked it, and she looked aggressive merchant, and whe 
slightly embarrassed. Said she didn’t Only thirty years ago, in 1912, I h 
think the name was very refined— a part in the preparation of the fir 
Digest sounded so physicological, book on “sales quotas.” These wer 


new words then, and they, with oth: 
August 25. My favorite client Phrases, projected a new concept 


came in today. Yes, I think it is making every man do his duty 

true that every agent has one. He ® Consumer, making — every cor 
is not necessarily, or even usually munity toe an advancing consum; 
the one with the biggest appropria- tion mark. Held up to manufa 


tion; at least mine isn’t. He is just turers’ salesmen, who in turn he 
the client for whom I work with the them up to retailers, they change 
greatest satisfaction. He is tough, the whole face of business; indeed 
but fair. He makes me work hard, of life itself. Whether for better « 
but he knows and appreciates good f°? Worse affiant saith not. 

work when he sees it. He gives me 
his complete confidence, and makes 
me feel that his job, his ambitions, 
his problems and his rewards are 
mine. I go to the bottom of what- 
ever I have for him. 


August 28. We need to explo 
more than we have the appea 
which different colors make to differ 
ent people. I have begun to kee; 
notes on the tastes displayed by my 
friends in their choice of such thing 
as neckties, and I find that each mar 
tends to follow one particular Color 
range. This checks with my ow 
responses: I am a sucker for brown 
and tans and have no use for the 
blues. What happens, then, when a 
product is packaged in only one color 


August 26. Who says it is some- 
times more important than what is 
said. Cc. E. Walberg, who had a 
big hand it, government advertising 
in the last war, agrees with me that 
this is the point being overlooked 


now He sends me a copy Of @ Voneme? 
letter he has written Don Nelson 
begging him to have the government August 29. A free-running hors: 


itself tell the people what it wants jn a field is surely one of the most 
them to do. He cites chapter and beautiful and invigorating sights i: 


verse on how it was done before. life. Watching my palomino so dis 

Here's hoping the big boy listens port himself, with mane and _ tai! 
a-flying, I could not but feel more 

August 27 fecause words and ¢€lan in myself. 

phrases are regular Typhoid Marys 

of ideas, they have a power to inocu- August 30 After a rainy night at 

late us of which we are usually the farm I was wakened by water 

unconscious. When I was a boy we dripping in my face. For the first 


spoke of the retailer's occupation as time in my life I became roof con- 
“keeping store.” That is, he kept scious. My _ receptivity to roofing 
the community’s store of surplus advertising has gone up at least a 
goods until somebody needed them. thousand per cent, 


San Francisco, Sept. 2.— Hills | Trimble Trims Catalog Advances Richardson 


Bros. Coffee, Inc., swung over from | 
tin cans to vacuum - packed glass | 
jars for its coffee this week, with | 
announcement copy that also pro- 
motes home canning and sealing lids 
that may be used with the emptied 
jars. 

Using an extensive list of news- 
papers in its market from Ohio west 
to the coast, the company last 


|March described its experimenta- 


tion with tinless vacuum cans made 
of blackplate, to replace the former 
tin cans. It also employed some glass 
packaging. With the changeover to 
100 per cent glass use, the company 
scheduled 5-column by 14-inch ad- 
vertisements again in newspapers, 
to announce that “Hills Bros. Coffee 
is now vacuum-packed in glass | 
jars.” Copy pointed out that the 
company originated the vacuum 
process of packing coffee in 1900 
and that its Arab and Red Can 
Brand coffees are “still vacuum- 
packed to keep the coffee fresh.” | 

Tying in with the national nutri- 
tion drive, a panel at the bottom of 
the ad explains how the new one 
and two-pound jars can be re-used 
by housewives in putting up fruits 
and vegetables. Food surpluses 
should not be wasted, the company 
cautioned, and airtight protection of 
these products can be assured by 
using the empty jars, their covers 
and new Thrif-T-Lids, one-piece 
sealing lids which are available at 
individual grocers, 10 cents per 
packet of 12, or by mail direct from 
Hills Bros. 

N. W. Ayer & Son handles the 
account. 


Hector Lazo Gets 
Export Assignment 


The Board of Economic Warfare 
has appointed Hector Lazo, presi- 
dent of the Cooperative Food Dis- 
tributors of America and secretary- 
treasurer of National Retail-Owned 
Grocers, Inc., as head of its Office 
of Exports. 

Mr. Lazo has a broad advertising 
and merchandising background, in- 
cluding executive posts with Dodge, 
General Motors and Hawaiian Pine- 
apple Company. 


Gets Coils Account 

American Coils, Inc., Newark, 
N. J., has appointed O. S. Tyson & 
Co., New York, to direct advertising 
for its instrument testing equip- 
ment. 


|'N. Y. In abbreviated form, the) 


Due to Shortened Line H. ge neg eer _. 

ae Se ++.|ager of the West Coast division o 
. The , necessity of shor tening its \the company, has been named sales 
line of nursery specialties to save | manager of the Alfred D. McKelvy 
ee oe ie her gang Roe 3 Company, maker of Seaforth toilet- 
new Catalog Jus Ss y . > 


“ - ries. The company’s general offices 
-carv lz . “a ‘nes | ” 
Nurseryland Furniture, Rochester, | have recently been moved from 


inneé is : aller Plaz: 
catalog takes only four pages to de- ae to 10 Rockefeller Plaza, 


scribe and illustrate the company’s | 
baby specialties. i 

WPB regulations have forced the Fawcett Adds Comics 
company to standardize production Ranger Comics has been added to 
on fewer models and to conserve on/|the list of children’s magazines be- 
the use of steel. Part of the Trimble|ing published by Fawcett Publica- 
plant has been converted to ord-|tions, New York. This brings the 
nance work. total to 23. 


Issues Accident Stickers 


Stonehouse Signs, Denver, Colo., 
has issued display stickers to thou- 
sands of customers and other con-| 
tacts throughout the country. The 
stickers call attention to the vital 
need of preventing industrial acci-| 
dents, and are not for sale. 


Signs of the Times— 
Artkraft War Materials 
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PRODUCT INFORMATION IS |= 
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Admen in the 
Armed Forces 


Albert Hailparn, vice - president 
of Einson-Freeman Company, New 
York, has been granted a leave of 
absence to accept a commission as 
first lieutenant in the Army air 
forces. 

Andy S. Gantner, advertising 
manager of Peter Hand Brewery 
Company, Chicago, and a speed boat 
racer of note, has been commis- 
sioned a first lieutenant and will 
report for duty with the “navy” of 
the Army, the amphibian corps. A 
company associate, C. Dietrich, will 
take over his duties for the dura- 
tor 

Kenneth S. Pratt, account execu- 
tive with Ruthrauff & Ryan, New 
York, has been commissioned a first 
lieutenant in the Army air forces. 
He has been temporarily stationed 
at Miami Beach, Fla. 

Carl H. Bergmann has resigned as 
account executive with Palmer As- 
sociates, New York, to accept a 
commission as lieutenant in the 
Army amphibian corps. 

Byron V. (Bevo) Cook, formerly 
assistant advertising manager of 
Western Newspaper Union, has re- 
signed to accept a lieutenant’s com- 
mission in the Naval reserve. Lt. 
Cook served with the Navy in the 
first World War. 

E. C. (Chuck) Williams, formerly 
art director of L. C. Cole Agency, 
San Francisco, is now a corporal in 
the Army. J. L. Wickstrom now 
heads the art department. 

Victor A. Modeer, advertising and 
promotion manager of the News- 
Press and Gazette, St. Joseph, Mo., 
has been accepted for officers’ train- 
ing at Miami Beach, Fla. Knowlton 
Parker will succeed him. 

R. Edward Buckbee, formerly of 
the national advertising department 
of the Minneapolis Star Journal and 
Tribune, has been commissioned a 
lieutenant in the Navy and is now 
on active duty. Robert W. Smith, 
of the newspapers’ sales promotion 
department, has been inducted into 
the Army air forces and is now sta- 
tioned in Nashville, Tenn. 

Jack Hewson, copy chief and 
space buyer for Keller-Crescent 
Company, Evansville, Ind., has been 
commissioned a first lieutenant in 
the Army air forces, and has re- 
ported for duty at Miami Beach, 
Fla. 

Charles Hahn, Jr., president of 
Seattler’s Inc., Buffalo, and presi- 
dent of the New York State Council 
of Retail Merchants, has been com- 
missioned a captain in the Army air 
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PLENTY TO CHEER ABOUT 


Flanked by a quartet of co-workers, C. 
ager of Armour & Co., was the advertising department's recent guest of honor 
at a dinner before leaving for service with the U. S. Army. 


E. Darwent, assistant advertising man- 


forces and has reported for active 
duty. 

Maj. Royal M. Alderman, former 
vice-president and manager of the 
Cleveland office of McCann-Erick- 
son, has been promoted to lieuten- 
ant colonel. He went on duty as a 
captain nearly two years ago. 

C. E. Paulson, San Francisco rep- 
resentative of American Builder 
and American Home, has been com- 
missioned a lieutenant in the Navy 


‘and has been assigned to Quonset 


Point, R. I. 

Philip A. Yaple, formerly on the 
sales promotion staff of Iron Fire- 
man Mfg. Company and associate 
editor of “Iron Fireman Magazine,” 
has been commissioned a lieutenant 
(jg) in the Naval air forces. 

Samuel Westheimer, formerly 
with Westheimer & Co., St. Louis 
agency, has completed his training 
at Camp Roberts, Cal., and has been 
accepted for officers’ training at Ft. 
Benning, Ga. 

Capt. Gordon C. Hall, USNR, has 
been granted leave of absence from 
his duties as executive vice-presi- 
dent of Associated Printers and 


| Lithographers of St. Louis to serve 
las chief accounting officer at the 


Boston Navy Yard. 

Second Lt. William E. Halley, Jr., 
formerly secretary-treasurer of 
Union Sign Company, Columbus, 


O., has been promoted to first lieu- | 


tenant at Camp Polk, La. 

Corp. Leland E. Conley, formerly 
Cedar Rapids manager for General 
Outdoor Advertising, has been 
transferred from Fitzsimmons Hos- 
pital, Denver, to the 10th hospital 
center at Camp Rucker, Ala. 

Kennett W. Hinks, vice-president 
of J. Walter Thompson Company, 
Chicago, has been commissioned a 
lieutenant-commander, USNR, and 
will report Sept. 18 at Dartmouth 
for indoctrination. Lt. Comdr. 
Hinks served as an infantry officer 
in World War I, and joined JWT in 
1921. He has been with the agency 
since that time, serving as Central 
European manager from 1929 to 
1931, returning to Chicago in 1932 
and being named vice-president in 
1936. 

Roger W. Le Grand, advertising 
assistant with Weyenberg Shoe 
Mfg. Company, Milwaukee, has 
been commissioned an ensign in the 
Naval reserve and ordered to report 
for training to Newport, R. I. 

Ensign Donald S. Frost, formerly 
with Young & Rubicam, New York, 
has been assigned to Smith College, 
Northampton, Mass., to help train 
the first WAVES communications 
officers. He recently completed 
training as chief specialist at Cor- 
nell University. 

Philip Battelle, formerly with 
Western Home Furnisher, Los An- 
geles, has joined the Army as pub- 
lic relations officer of the U. S. 
armored force replacement training 
center, Ft. Knox, Ky., with the rank 
of major. 

Joe Lee, manager of KGFF, 
Shawnee, Okla., and president of 
the Oklahoma Network, has en- 
listed as a seaman in the Navy 

Lt. Charles Gillett, formerly pub- 
licity and advertising director of 
Hotel Gibson, Cincinnati, has been 
assigned to the G-2 office of the 9th 


armored division headquarters, 
Camp Funston, Ft. Riley, Kan 


Al Gredell, advertising manager 


‘of National Real Estate Journal, 


Chicago, has taken leave of absence 
to enlist in the signal corps of the 
Army. He is stationed in Chicago 
while taking special training at Illi- 
nois Tech. 

C. C. Smith, assistant promotion 
manager for the Bronx Home News, 
has resigned to accept a commission 


J. M. Mathes, Inc., New York, 
been commissioned a lieutenant in 
the Naval reserve and reports for 
active duty Sept. 9. 

Henry B. Todd, formerly space 
salesman with Street & Smith Pub- 
lications, New York, has been com- 
missioned a first lieutenant in the 
Army air forces. 


Charges Price Violation 


in Minneapolis Suit 


First triple damage action said to 
have been brought anywhere in the 
country under the maximum price 
regulation act has been filed in| 
Minneapolis municipal court. | 

The complainant, Mrs. Clara 
Frederickson, alleges that a South 
St. Paul shop overcharged her $33 
in the purchase of a refrigerator. 
Under terms of the law, she brought 
suit for three times the amount, $99. 
She claims she agreed to pay $79.50 


for a reconditioned refrigerator only | 


to discover later that the OPA had 
set a maximum price of $46.50 on 


' the unit. 


‘Named K. C. Frazier 


K. C. Frazier, formerly South- 
western manager of the Southern 
Alkali Corporation, a_ Pittsburgh 
Plate Glass subsidiary, has been 
named Metropolitan New York dis- 


trict sales manager for the Columbia | 


has Doan to Livingston 


Robin E. Doan, formerly manag- 
ing editor of The Bankers Maga- 
zine, New York, has joined the 
staff of Leon Livingston Advertis- 
ing Agency, San Francisco. 


WSJS Boosts Power 

Station WSJS, NBC affiliate at 
Winston-Salem, N. C., has increased 
its power from 250 watts to 5,000 


watts. 


as first lieutenant in the Army. 


; Chemical Division of Pittsburgh 
Samuel Lanham, copywriter for| Plate Glass Company. | 
* * * * * * 7 * 
. 
* 
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* 
| HIGH percentage of Popular Mechanics’ readers are in- 
; ie as 
dustrially employed. Their incomes are up. Department 
7; of Commerce reports show that the average weekly earnings of 
| factory employees increased 27% from December, 1940, to 
February, 1942. Total payrolls increased 45.6%. Those figures 
indicate large advances both in wages and in numbers em- 
«| 
ploved. 
While earnings of industrial workers were rising, the volun- 
” tary circulation of Popular Mechanics was increasing in the 
industrial areas. In thirty-three cities, high in war production, 
newsstand sales increased 28.6% from February, 1940, to 
| February, 1942. 
* | 
Earnings and circulation thus show that war has made the 
| Popular Mechanics readership a better market and a bigger 
P market. Also the increase in total circulation makes it a market 
| more economical to cultivate. Whether you use twelve pages or 
| one, the cost per page per thousand is less than $1.50. 
‘ If you have goods or services to sell now to men for home or 
| . ° 
a cal factory or if you have a name or trademark you wish to keep 
; ‘ 9 , ; : 
i @ alive in men’s minds, the pages of Popular Mechanics provide 
|. | the economical and effective way to do so. 
. POPULA f7ECHANICS 
e 
* 
200 East Ontario Street, Chicago * New York * Detroit * Columbus 
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Wc all profits going to the Army-Navy 
Relief Fund, the 9th Annual All Star-Bears football game 
wrote a new glorious chapter in gridiron history. Before 
101,100 excited fans crowded into Chicago’s Soldiers’ 
Field on August 28, the 1941 professional champion 
Bears faced a starting line-up of college stars picked 
by admirers in a nation-wide poll which brought in 
4,928,083 votes. 


AST MONTH'S All Star-Bears game was another example 
of the tremendous public interest aroused by the spe- 
cial events sponsored by the Chicago Tribune. It dem- 


onstrated again the unique position enjoyed by the Tribune The Tribune has an immediate, personal interest in its riser 
. . and the reader response that gets results for advertisers. readers and they have an intimate, possessive feeling for the in el 
Twice within two weeks record crowds—totaling 191,100 Tribune which few other newspapers enjoy. Their confidence , 
—packed Soldiers’ Field to attend and take part in Tribune and a the Tribune _— voiced each day oo ee = 
events. On Saturday night, August 15, 90,000 filled the lation volume, in the vigorous discussions it provokes, ft 
great lake front stadium to watch and join their neighbors and in the huge mail handled by its editors and feature al 
in the Chicago Music Festival. On Friday night, August 28, departments. 
they came again, 101,100 of them, to see the pick of the This preference for the Tribune, for its news coverage, its N 
nation’s college stars play the 1941 professional football editorial independence, its famous comics and features is a you 
champions. positive force which produces greater results for adver- pro 


Last year over 739,000 persons attended or took part in 
— the Tribune's program of indoor and outdoor events held 


e OL 
saa : ‘in Chicago. The ability of the Chicago Tribune to get such ! 
a amazing response is of first importance to advertisers. A YAW) QO VII 

newspaper's worth as an advertising medium rests on its 


service as a newspaper. And that value is measured by the 


public interest and goodwill which the newspaper commands. THE WORLD'S G 
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DyamaticUnzon! 


The All-Star Football Game together with the Chicago Music 


A 
ax. 


Festival, the American Fashions Show, Golden Gloves Tourna- 
ment, Silver Skates Derby, Swim Meet, Golf School, ROTC and 
War Worker awards, and other Tribune programs highlight the 
scope of Tribune enterprise in serving its community. They are 
a dramatic expression of mutual interest carried beyond formal 
news reports and editorial comment. They constitute a living, 
personalized union in which the Tribune and readers are enabled 
to know each other better, draw closer together, and cement a 


relationship which has no counterpart. 
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ADVERTISING AGE 


September 7, 1942 


Voice of the Advertiser | 


Letters are welcome. 


Bra Ad Assailed 


To the Editor: If you ever start 
a “Crudest Advertisement of the} 
Year” contest, I want to enter the 
enclosed, taken from a recent issue | 
of Life, as my entry. 

Perhaps I am wrong, and it may | 
sell the merchandise it advertises, 
but personally, I don’t think it does 
much to boost the reputation of the 
advertising profession. 

ARTHUR WEINMAN, 
Weinman Brothers, Chicago. 
v v v 


No Rose 


To the Editor: In a recent issue 
there appeared a letter from one of | 
your readers suggesting that all} 
newspapers and other publications | 
in referring to Hitler call him by 
his correct name, Schicklgruber. | 

May I amend the suggestion by| 
saying that the odor of a skunk is 
just as offensive by any other name. | 

S. M. GOLDBERG, 
Advertising, New York. 
v,wyY | 


‘March of Free Men’ 


To the Editor: I notice that you | 
have had a number of war songs| 
submitted by admen. May I offer 
my own entry, “The March of Free 
Men”? 

While I have no illusions as to a} 
nation waiting for this, I do know) 
that the idea behind it must sweep | 
the world, if this nation and its 
Allies are to achieve a final and) 
complete victory. 

You may be interested to know 
that the composer is a refugee from 
the Nazi terror. 

Davin S. MOsEsson, 

Instructor in Advertising, Col- 

lege of City of New York, New 

York. 


7 


v v 
Salvage Job Asks 
the Impossible, Says Bott 

To the Editor: An item in a Chi- 
cago newspaper states that this area | 
has fallen short of its quota of tin 
cans for salvage by 90 per cent. 
This section has been ahead of other 
parts of the country in civilian war 
activities so I presume the quota 
has not been reached elsewhere in 
the country. 

I am not at all surprised. I 
would have been surprised if all or} 
any of the quotas had been reached. 
I was amazed at what those re- 
sponsible had asked the public to 
do. 

In any campaigns of the sort, as 
well as in advertising programs, it 
should be planned whereby the 
public would follow the line of least 
resistance. Comparatively few 
housewives could have possibly 
done all the preparatory work, as 
was asked for in the advertisements. | 
They were expected to cut off not | 
only the top of the can, but the bot- | 
tom as well. Besides that, they 
were to wash the can thoroughly, 
remove the label and mash the 
metal flat. 

That’s a lot to ask of a woman in 
her home. The swivel-chair plan-/ 
ners probably believed that because 
they have one of those modern can 
openers that will cut the top off 
clean, every home has one. The 
average household has the typical 
hand can opener and very few wo-| 
men have the strength or take the 
trouble to cut the top off all the 
way. They usually, and laboriously, 
cut just enough of the top to allow | 
the contents to come through. To 
finish the job would be a difficult 
task and a woman is apt to cut her 
hand. 

But that wouldn’t be enough for | 
the salvage. She is expected to cut 
off not only the top, but the bottom 
as well—a tedious hand operation, 
and particularly after the top had| 
been cut away, having the flimsy 
side walls for support. Then after 
cleaning the can and removing the 
label (which she wouldn't mind do- 
ing) she is asked to smash the can 
with her foot. Most women have 
small heels on their shoes and that 
isn’t an easy matter. 

Say the average 


woman opens 


This department is a reader’s forum. 
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A reader sends in this copy as his entry 
for the "Crudest Advertisement of the 
Year." 


from three to five cans a day. It 
would take her about two hours to 
put the cans in the condition re- 
quested. Is there any wonder, 
therefore, why the quota has fallen 
short” 

Why couldn't the empty cans be 
collected by the Boy Scouts or some 
other worthy organization? Then 
with modern can openers or other 
machinery the cans could be prop- 
erly cut, washed and smashed. If 
we were fighting with our backs to 
the wall, the people would do any- 
thing, but under the present cir- 
cumstances it is just too much to 
ask the public to prepare the cans 
the way they have been requested. 

This planning seems to be typical 
of other work of its kind that has 
emanated from Washington. The 
government's public relations, de- 
spite the scandalous expenditures, 
seems to be the world’s worst. Sur- 
prising too, when some of the sup- 
posedly best brains of the country 
have gone to Washington for that 


purpose. They have frozen their 
own jobs, on leaving, preventing 
others who may have lost their 


businesses or positions because of 
the war from getting deserved gov- 
ernment employment. All the con- 
fusion which exists concerning the 
rubber, gasoline, sugar, meat and 
other situations does not indicate a 
good job on the part of those big- 
wigs, and millions of dollars of the 
taxpayers’ money has been squand- 
ered. 


Imagine an advertising program | 


asking for box tops and 
that many difficult 


requiring 
tasks be per- 


|formed to prepare that top for mail- 


ing. The campaign wouldn't be 
very successful. It seems that some 
brains can’t apply successful prin- 
ciples of private enterprise to pub- 
lic affairs. Maybe they become too 
saturated with the miasma of Wash- 
ington politics. 

Leo P. Bort, Jr., 

Chicago 
a a 


No Harm; Some Good 


To the Editor: Referring to Ap- 
VERTISING AGE, Aug. 24, Page 33, 
thanks for the publicity. 

Last fall, in September, 1941, we 
decided that there were two groups 
of men who were thinking and 
planning for future products—the 


' 


| 


chemists of our own or- 
industrial de- 


research 
ganization and the 


signers—and to make this year’s 
advertising plan along that line 
rather than showing guns, tanks, 


battleships with infinitesimal Durez 
parts and claiming that these parts 
were winning the war. 

Among the designers selected by 


WHEN GOOD FELLOWS GET TOGETHER 


One of the coincidences of the outdoor industry brought together these timely 
messages of two well-known national advertisers. 


us was George Walker, and the 
subject was discussed with him at 
the time. He was contacted again 
early in the year to supply us ma- 
terial, which it was originally 
planned to use in July. Now, of | 
course, I don’t know 7 whether | 


| George liked what we were doing | 


so well that he suggested the Bohn 
idea and I hold nothing against 
him if he did. I am only sorry that | 
he didn’t find another photograph 


|of himself rather than the same one 


that was used by us. 

As you mentioned in the column, 
our campaign began last January. 
As you also mentioned, we were 
surprised to find George’s car going 
in the other direction and George 
intently gazing at us from the Bohn 
page in Business Week, following 
on the heels of our Walker ad in 
Fortune. 

Needless to say, it isn’t as we 
would plan it but I don’t suppose it 
will do either Bohn or Durez any 
great harm. It should do genial 
George some good. 

H. S. SPENCER, 

Advertising Manager, Durez 

Plastics & Chemicals, Inc., North 

Tonawanda, N. Y. 


v v 

This Is War! 
To the Editor: The attached label 
may be interesting to the readers of 
ADVERTISING AGE as the method 


’ 


|which we use to explain a situa- 


tion which could possibly be em- 
barrassing and which we are not 
responsible for due to the general 
scarcity of materials. 

We have to send out one of our 

products ina 
Zeererececercereer Standard size 
quart jar, but the 
material itself is 
sold by weight; | 
and the two- 
pound unit which) 
we sell does not) 
quite fill the jar. | 
In order that our | 
customers won't 
get the idea that we are trying to| 
put something over on them, we at-| 
tach this label by way of explana-| 
tion. 

The product which goes into these 
containers is our dispersion of “dag” 
colloidal graphite in water which is 
trademarked ‘‘Aquadag.’’ This | 
product has numerous important in- | 
dustrial uses as a lubricant, espe-| 
cially high temperature, and also | 
for various applications in the field | 
of electronics. | 

| 
| 


THIS IS WAR! 


1 thy jae creme 


JOHN M. Lupton, 
Advertising Manager, Acheson 
Colloids Corporation, Port Hu- 
ron, Mich. 
v v v 
A Good Samaritan | 
To the Editor: Talk about Good 
Samaritans! There’s an insurance 
agent in Cheyenne, Wyo., Leon E. 
Hebert, whom car owners call “Mr. 
Samaritan himself.” Here’s what 
he does, according to a story in the 
August issue of “Insurance Agent.” 
When the red time signal on a| 
parking meter works back to zero, 
and there’s danger of it attracting 
the attention of a traffic cop, along 
comes Mr. Hebert. He drops a coin | 
in the meter, saving the overtime 
parker a violation ticket, a trip to 
the police station or maybe a fine. 
When the motorist returns, in- 
stead of finding a traffic summons 
attached to his windshield, he sees 
in its place a printed card reading 
like this: “Notice, your parking | 
time expired. We have deposited a 
coin in the meter. We hope this 
saved you the inconvenience of 
going to the police department for 
over-parking. —For dependable fire, | 
auto and liability insurance, seg us.” 
Mr. Hebert says it’s a real builder 
of good will and a source of direct 


v v 
A Coincidence 


new business. 


ARTHUR JOYCE, 
North American Companies, 
Philadelphia. 
v 


To the Editor: The enclosed pho- 
tograph shows an interesting co- 
incidence. 

If you care to reproduce this 
photograph, its caption could well 
be, “When Good Fellows Get To- 
gether.” 

W. T. SMITHER, 

Manager, Advertising Depart- 

ment, R. J. Reynolds Tobacco 

Company, Winston-Salem, N. C. 


7 v v 
Campaign Is Extended 

To the Editor: I read with a great 
deal of interest your comments on 
the Fruehauf ad on page 12 of your 
Aug. 17 issue. There is a good trib- 
ute to a real advertiser who is doing 
a job. 

Personally, I think you over- 
looked a very, very important point 
about this particular ad and I say 
this not because it involves Traffic 
World. The point is that this par- 


ticular ad, part of Fruehauf’s regu- | 


lar campaign, appeared in a num- 
ber of publications. And I think 
that it would have made your com- 
ments even stronger and more com- 
plimentary if you had secured from 
Bill Wise, advertising manager at 
Fruehauf, the list of papers in 
which this ad ran. 

After all, the fact that an adver- 
tiser is doing a real copy job in 
these war-times, is further compli- 
mented by the fact that he is using 
numerous publications to project 
that job and make his advertising 


‘has volunteered to 


just so much more productive an 
effective. 
EMIL G. STANKEY, 
Advertising Manager, Traffic 
World, Chicago. 


> = 


Sponsors Stamp Club 

To the Editor: Kasper - Gordo 
organize th 
radio broadcasting industry in th 
“I Tip with War Stamps Club’’— 
non-profit organization created b 
Charles H. George and dedicated t 
the sale of more war stamps an 
war bonds by giving away was 
stamps as tips. In this way, tipping 
with war stamps instead of wit! 
cash, whenever possible, each re- 
cipient of a war stamp tip will be 
started towards the purchase of ai 
least $5 worth of stamps. 

Hundreds of members are already 
enrolled. There are no dues. The 
only obligation of membership is a 
pledge to carry at least $1 in 10 cent 
war stamps, and to tip with wai 
stamps wherever possible. 

Since many individuals depend 
upon tips for their living, arrange- 
ments have been made to cash book: 
started by club members by pre- 
senting a filled book with $5 worth 
of war stamps at the New York of- 
fice of Mr. George. 

Obviously, if executives of all 


radio stations in the country become 


members of this club, and enrol! 
their friends, thousands of albums 
containing 10 cent war stamps will 
be distributed—thus starting thou- 
sands of people saving more stamps 
EpWIN H. KAsper and 
AARON S. BLOOM, 
Co-Chairmen, Kasper-Gordon, 
Inc., Boston. 


“Hitching your wagon to a star” is poor policy in these 
days of down to earth realism. Far better, it is, to build 
a solid hitching post... one that will hold your prized 
possessions for a long time. 


For example, your name, your prestige, your customers 
are all worth holding. Hitch them securely by continu- 
ous advertising on WHK in Cleveland. DON’T LET 
THEM BOLT... KEEP THEM ALWAYS ... ADVERTISE. 


WHK 


Cleveland, Ohio 


Represented by: Paul H. Raymer Company 
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‘Fluid Rear’ Joins 
‘Fluid Front’ as 
No-Man’‘s Land 


New York, Sept. 2.— The “fluid 
front,” pet cliche of military com- 
mentators, will literally become no- 
man’s land this fall, when Vogue 
Foundations, Inc., sponsors a news- 
paper campaign featuring ‘Fluid 
Fit,” a designation invented to prove 
that despite corsets made with less 

bber than heretofore, women can 
enjoy “fluid, graceful lines without 
feeling over-corseted.” 

Copy scheduled for newspapers 


New York, Philadelphia, Boston, | 


ttsburgh, Baltimore, Chicago, 
Cleveland, Detroit and Los Angeles 
will appear weekly, with human- 
terest copy highlighted by such 
headlines as: “Men Like Their Wo- 
men Smooth”; “How to Meet a 
Critical Gaze with Confidence”: and 
They'll Whisper Behind Your Back 

. And You'll Like It.” 

Layouts will differ from conven- 
tional foundation garment advertis- 
ng by playing down pictures of 
damsels in a fluid state of undress. 
Williams Advertising Agency han- 
dies the account. 


GOSSARD TRIES 
CARTOON-TYPE COPY 

Chicago, Sept. 2.—Although the 
supply picture is far from clear, 
H. W. Gossard Company will in- 
crease its advertising expenditure 
this fall, using a cartoon-type series 
to promote its “Line of Beauty” 
foundation garments for women. 

The company will advertise in a 
larger list of Sunday newspapers, 
scheduling fall copy in 39 dailies in 
metropolitan cities from coast to 
coast. Both rotogravure and black 
and white will be used. Similar 
copy is to appear in Holland’s Mag- 
azine, Ladies’ Home Journal, 
Mademoiselle and The New Yorker. 


A typical advertisement pictures | 


he wallflower who could be a “lion 


In 
Salt Lake City 
most people 
just naturally 


turn to their 
only 


outlet... 


ADMAN'S IDEA 


Nathan 
Bozell & Jacobs, which handled advertis- 


E. Jacobs, vice-president of 
ing of the ‘42 National Flower and 
Garden Show, decided real flowers and 
patriotism ought to go well in the new 
"stampflower'’ corsage which here adorns 
Dollye Purcel. 


|tamer” by choosing a Gossard, and 
|a properly attired “lion tamer” who 
|has taken two servicemen into tow. 

With the supply of elastic web- 
bing frozen, at least temporarily, 
Gossard copy will not describe 
|actual materials used. Whether the 
|garments are made of rubber-con- 
|taining fabric, or of durable woven 
/and knitted materials, the company 
will play safe by promoting the 
ltheme that “‘Figures by Gossard’ 
are always popular and Gossards 
are available everywhere at leading 
stores and shops.” 


HITS SCARCITY FEARS 
Chicago, Sept. 2.—There will be 
less consumer goods of all kinds 
next year, “but there is no reason 
to believe that corsets will be any 
more scarce than any other type of 
merchandise,” the Formfit Company 
jrecently reassured retailers. 
Modestly headlining its full-page 
message in Women’s Wear Daily, 
“A few remarks on the so-called 
corset situation,” the company 
blamed a_ non-existant “corset 
crisis” on “poor publicity, witty re- 


sighted views of some merchandis- 
ers, and the war.” 

The corset, Formfit recalls, was 
| first designed to improve the female 
form “and regardless of what mate- 


long history, women have always 
purchased the corset for its un- 


tailers are reminded that regardless 
of what materials are used, corsets 
will continue to be available, but 
that corset 
remain profit-makers unless store 
the subject. 

“The maintenance of a_ corset 
department as a goodwill-getter of 


as a_profit-maker,” the company 
declared, “depends upon _ positive 
thinking, positive merchandising, 
positive selling and positive adver- 
tising. No merchandiser ever made 
a success of presenting the negative 
side of any service or product.” 


‘No Paper Shortage,’ 
Merchant Group Says 

Headlined “There is NO paper 
shortage of the following items,” a 
large-space newspaper advertise- 
ment published on behalf of the 
Southwestern Paper Merchants 
Association, Houston, Tex., listed 25 
classifications of which there are 
ample supplies. 

“There is plenty of paper in 
America for all military and gov- 
ernmental needs, plenty for all the 
useful needs of all people in busi- 
ness, in industry and in _ their 
homes,” the copy declared, pointing 
out that temporary shortages of 
1941 had been overcome and that 


“the future supply is adequately 
protected by the War Production 
Board.” 


Glicksman te Gross 


William Glicksman has resigned 
as secretary-treasurer of Surety 
Advertising Company, New York, 
to become general manager of 
Julian Gross Advertising Agency, 
Hartford, Conn. 


the store, as well as its continuance | 


|marks of professional nitwits, short- | 


rials were available throughout its | 


|changing functional purpose.” Re- | 


departments will not} 


officials shake up their thinking on | 


Debt Repayments 
Set New Record, 
Company Finds 


Minneapolis, Sept. 2. — Despite 
rising prices, high taxes and robust 
war bond purchases, John Q. Public 
is keeping his credit good by paying 
his personal debts at a_record- 
breaking rate. 

According to the Northwestern 
National Life Insurance Company, 
repayment of money borrowed by 
its policyholders for the first seven 
months of 1942 exceeded by 18 per 
cent repayments made in the cor- 
responding period of 1941. During 
this same time, total number of 
individual loans increased sharply, 
reflecting many new and smaller 
loans for a variety of new purposes, 
entirely different from the general 
run of loan objectives made here- 
tofore, the company’s report stated. 

Many loans are made to finance 
moving of families to war industry 
areas. Many are made to bring 
charge accounts up to date by the 
10th of the month, to avoid their 
suspension under new federal credit 
rules. 


Women Heavy Borrowers 


Women are becoming heavy bor- 
rowers—for trips to see their hus- 


bands, sweethearts or other male 
relatives in Army camps. Rising 
living costs and taxes call for loans 
by individuals not so far benefited 
by “war prosperity.” 

Department stores in the Minne- 
apolis-St. Paul trade territory expe- 
rienced the largest open account 
credit collections in their history in 
the first 10 days of July, when gov- 
ernment regulations went into effect 
making obligatory the suspension of 
delinquent accounts. Many custom- 
ers stopped buying temporarily 
until they could pay up amounts 
due, but opening of new accounts 
by defense workers and increased 
cash sales softened the usual sea- 
sonal decline in department store 
sales to practically no decline at all. 

Banks are feeling the lessening 
of business in their personal loan 
departments, following record pay- 
ups. And automobiles, oil burners, 
electric stoves and refrigerators are 
no longer the top producers of new 
and substantial loans. 


Clark to Seagram 

Douglas S. Clark has resigned as 
assistant media director for Camp- 
bell-Ewald Company, New York, to 
become assistant advertising man- 
ager of Seagram Distillers Corpora- 
tion, New York. Mr. Clark replaces 
Frank R. Mittelstaedt, who has 


joined the armed forces. 


° ° 
Wilson Opens Business 

Charles S. Wilson, for seven years 
with N. W. Aver & Son as account 
representative in the educational 
division, and more recently in the 
agency’s plans-merchandising de- 
partment, has resigned to open his 
own business as Charles S. Wilson, 
educational administration special- 
ist and consultant, with offices in 
the Industrial Trust building, Prov- 
idence, R. I. 


WE WILL BUY 

A NEW YORK 

ADVERTISING 
AGENCY 


A long-established, successful, well- 
known out-of-state advertising agency 
will buy all or preferably control of 
a New York agency that possesses a 
nucleus of a suecessful operation. 
Personnel is desired as well as 
clientele. Retail service agency is 
not desired. Write in confidence to 
Box 3786, Advertising Age, Chicago. 


NOT ALO 


Nf 


SKILLED CRAFTSMANSHIP, T00,., IS NEEDED 


Some parts of the engraving job a machine can do. But y 
routing ... etching... finishing! These call for talent and \ 
patience and art—the hand of a skilled craftsman. 


\ 


Here at SUPERIOR, our men have the finest of machines to 
do the mechanical part of the job. They devote their every 
skill, their every ability to those specialized, creative tasks that \ 


alone can produce truly 


And that’s not all! For efficient, careful production you can trust 
every feature of SUPERIOR’S 5-Phase Production Plan... Artwork 
...Photography...Photo-Retouching... Engraving... Composition 
—all coordinated, all done under one roof. Day and night shop. 
Let’s talk over the details of your next job. Phone us or write. 


superior engravings. 


SUPERIOR ENGRAVING CO. 


215 W. Superior S$t., Chicago, Ill. - 


Superior 7070 
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Timken Campaign 
Pledges Consumer 
Aid for Duration 


Newspaper Ads Also 
to Stress Post-War 
Virtue of Oil Heat 
Detroit, Sept. 2.—Two promises 


will be made to oil burner owners 
in a new advertising campaign to 


be launched this month by the 
Silent Automatic Division of the 
Timken-Detroit Axle Company: a 


pledge of efficient, fuel-saving serv- 
ice from Timken dealers during the 
war; and a promise that “when the 
lights of the world go on again,” 
householders, more than ever, can 
look for comfort, cleanliness, con- 
venience and proved economy from 
Timken automatic oil heat. 

The campaign will start in mid- 
September and run through June, 
1943. Schedules call for 800-line 
advertisements monthly in the prin- 
cipal oil-burning markets, and 600- 


line advertisements monthly in 
more than 30 other areas. 
Each ad will assure owners of 


LUT 


OFFICIAL PUBLICATION OLA THE 
AMERICAR BOWLINC COU 


Over 1,000,000 organized tenpin bowl- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 
various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an effective, 
consistent, advertising campaign in 


BOWLING, 
Guaranteed circulation 30,600 
Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 


Timken oil burners that the factory 
organization has an adequate stock 
of parts, and will do everything in 
its power to keep burners operating 
economically and efficiently for the 
duration. Stress is also laid on the 
Timken dealers’ willingness to serve 
owners of all makes of oil burners 
during this emergency. 


Praises Dealer Help 


Commenting on the new program, | 


T. A. Crawford, general sales man- 
ager, stated: “It is surprising what 
results can be obtained in the way 
of saving fuel by intelligent service 
and careful planning. We’ve always 
educated our dealers to perform 
this service, and consequently their 
knowledge and experience is coming 
in handy. 

“Timken dealers as a group are, 
I believe, in the best position in the 
industry. By tightening their belts 
and increasing the scope of their 
service operations, they can per- 
form a real service to their com- 
munities, and at the same time put 


themselves in an excellent position | 


for substantial future profits. 

“Naturally, we want to help them 
all we can, both as a means of 
standing behind the automatic oil 
heating products we have sold the 
public, and as an obligation we 
believe we owe dealers who have 
served us well.” 

Brooke, Smith, French & Dor- 
rance, Inc., handles the account. 


‘KEEP US OUT,’ 
PHILLIPS TELLS EAST 


Chicago, Sept. 2.—The East’s 
petroleum problem can be solved 
|without rationing the Midwest, 


Frank Phillips, chairman of the 
board of the Phillips Petroleum 
Company and one of the industry’s 
leaders, insisted here this week. 

Mr. Phillips, who general 
chairman of the petroleum industry 
committee for district two, which is 
comprised of 15 Midwest states, 
criticized the Providence Journal- 
Bulletin for advertising to convince 
residents of Illinois, Indiana, Michi- 
gan and Ohio that they should 
share supplies of gas and fuel oils 
with people in Atlantic seaboard 
states where gasoline rationing is 
in effect (ApverTIsInG AcE, Auy. 
17.) 

The 


asserted, 


IS 


campaign, 
“discloses 


Mr. 
an 


Phillips 
astonishing 


|misconception of the causes of the 


gasoline and fuel oil shortage in the 
East and an utter lack of knowledge 
of the tremendous effort the Middle 
West already making to help 


is 


— 


Close Range 


Firing is far more 


Truer words could never be said about a rich industrial 
market like Central New England. WTAG holds a two 
to one edge over any radio station heard in Central 
New England. In fact the WTAG audience regularly 
exceeds that of all other stations according to every 
independent survey. 


NBC BASIC RED NETWORK 


—~ 


effective 


EDWARD PETRY & COMPANY 
NATIONAL REPRESENTATIVE 
Owned and operated by 
The Worcester Telegraom-Gazette 


EXTENT OF HOME HEATING CONVERSION PROBLEM SHOWN 


MONT. 


| PERCENT OF OCCUPIED DWELLING 
UNITS USING PETROLEUM 
PRODUCTS FOR HEATING 


= 
3 
$0 -29 


Pe) 280 Of Mont 


LESS THan 20 
20-49 


so-me 


| 


PROPORTION OF HOMES USING PETROLEUM PRODUCTS AS HEATING FUEL 
BY STATES: 


IN THE UNITED STATES, 


BASEO ON CATA FROM THE CENSUS OF HOUSING 


KANSAS 


1940 


myth 


TENN. 


ALA. 


erentete’ of commnece 


- | 


| This map, just released by the Bureau of the Census, which shows the portion of homes using petroleum products as heat- 


ing fuel in 1940, emphasizes some of the problems brought about by the current fuel oil shortage. 


Note that in New 


Hampshire, Massachusetts, Connecticut and Rhode Island more than 25 per cent of all homes use petroleum heating 
fuels, while in Maine, Vermont, New York, New Jersey, Delaware, Maryland and the District of Columbia the percentage 


is in the 15-25 per cent bracket. 


} ‘ |@ . ’ 
solve the problem of supplying the | Oil Heat Homes 


East.” 


He reiterated that there is n Concentrated in 


shortage of oil in the United States, 
land that transportation difficulties 
lalone created the problem. Re- 
viewing the extensive dislocations 
caused by the war, new methods of 
delivery adopted by the industry at 
great cost, the routing of tank cars 
ieastward, and reorganization of the 
| Midwest’s own deliveries, Mr. Phil- 
lips continued: “The Midwest has 
| given the East all the assistance its 
own petroleum industry committees 
|have asked for, both in manufac- 
turing and forwarding products and 
|in releasing transportation facili- 
ties to be used in carrying products 
ifrom other districts to the East. 
The job can be done without ration- 
ling in the Midwest, and is being 
‘done. If rationing imposed on 
this part of the country, it will be 
to satisfy superficial political con- 
siderations—not economic necessi- 
ties.” 

Speaking for his own district, Mr. 
Phillips said Midwest oilmen invite 
the East to join with them in peti- 
tioning Washington to give Petro- 
leum Coordinator Ickes and his staff 
requisite authority to coordinate 
diversified activities of the industry. 
Such a_ procedure, he_ predicted, 
“would not only remove the confu- 
sion now caused by several bureaus 
jissuing conflicting statements on 


is 


| 


East, Census Says 


Washington, D. C., Sept. 3.—Some 
statistical clue to the problems 


| which can be expected as a result of 
‘fuel oil shortages this winter was 


rationing, price control, transporta- | 


tion, supply and so forth, but would 
also make it possible for those 
engaged in the petroleum industry 
to obtain all their information and 
directives from a_e single source 
rather than from many.” 


Are You a Missing 
Depositor, Adair Asks 

Fantastic as it may seem, nearly 
600 persons have put money into 
nine New York savings banks and 
haven't done a thing about it since 
1927. These wealthy—or forgetful 

savers are being sought in an 
advertising and publicity campaign 
by the banks, directed by Harry D. 
Adair, president of Metropolitan 
Advertising Company. The sums 
range from a few cents to $5,000. 

The fact that the money is either 
abandoned or forgotten is estab- 
lished by the fact that neither 
deposits nor withdrawals have been 
made for over 15 years. The new 
campaign supplements the regular 
private investigation conducted by 
all banks. If no depositors or heirs 
are found, the money is turned over 
to the state, but the banks naturally 
would like the owner to reclaim the 
money. 


Alter Joins Agency 


Samuel A. Alter has joined Need- 
ham, Louis & Brorby, Chicago, as 
an account executive. Mr. Alter 
formerly was with Horlick’s Malted 
Milk Corporation as director of 
sales and advertising, and with A. 
C. Nielsen Company in a client serv- 
ice capacity. 


given this week when the Bureau 
of the Census revealed that in 1940 
fuel oil and other petroleum prod- 
ucts were used as the principal 
heating fuel in slightly more than 
10 per cent of the country’s 33,- 
867,260 occupied dwelling units. 

A further complication arises 
from the fact that, according to the 
Bureau, the 17 states in the East in 
which fuel oil restrictions are being 
imposed contain two-thirds of all 
the units in the United States which 
rely on petroleum for heating. 
Although this area contains only 
two-fifths of the country’s occupied 


dwelling units, 2,190,126 of the 3,-| 


400,000 homes heated with 
leum products are located 
area. 

In Rhode Island 45.8 per cent of 
homes use petroleum products for 
heating; in Connecticut, 42 per cent, 
and in Massachusetts 36.9 per cent. 
In New York the figure is 18.6 per 
cent, and in New Jersey, Delaware 


petro- 
in the 


and Maryland combined it is 24.4 

per cent. 

Marschalk & Pratt 

Changes Structure 
Marschalk & Pratt, Inc., New 


York, will be known as Marshalk 


& Pratt Company after Sept. 1. Op- | 


eration will switch from a corpora- 
tion to a partnership. 

Personnel and _ policies 
main unchanged. 


will re- 


Starts ‘Sentry’ 


The Louis Allis Company, Mil- 
Poder paw: Wis., has a new employe 
|publication, the “Louis Allis Sen 
|try.” The publication was named 
in an employe contest, with tw: 
workers submitting the same nam« 
and winning identical prizes, a $2 
war bond. 


Two Join OWI 

Prof. Herman S. Hettinger, chair- 
man of the marketing department! 
of the Wharton School of Finance 
of the University of Pennsylvania 
and Kenneth Beirn, account execu 
|tive of Pedlar & Ryan, New York, 
|have been named campaign man- 
|agers in the bureau of campaigns 
|of the Office of War Information. 


PAA to San Francisco 

Offices of the Pacific Advertising 
| Association have been moved to San 
Francisco, 337 Monadnock build- 
ing, from Los Angeles. The change 
has been made to enable staff mem- 
bers, Charles W. Collier and Lela 
Huey, to work in close touch with 
the new president of the associa- 
ition, Lawrence W. Lane, publishe: 
|of Sunset Magazine. 


Fitzhugh in WPB Post 

W. W. Fitzhugh, president of Wi!- 
liam W. Fitzhugh, Inc., New York, 
manufacturer of labels and folding 
boxes, has been named assistant 
chief of the War Production Board 
containers branch, in charge 
package revision. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


110 Ss. 


Dearborn St, Wabash *5 
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CLARK ST. 
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{ EXPERT ENGRAVING 


GRAFISMEN . WITH REAL 


PERSONAL SERVICE 
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When Advertisers 


Make the Headlines 


We think the editorial content of 
ADVERTISING AGE is so live and refresh- 
ing that it attracts top reader interest, 
but we have to admit that the advertis- 
ing content runs it a close second. The 
fact is, we’re rather vain about carry- 
ing what we believe is the most inter- 
esting advertising published in any 
business paper anywhere. 

It’s only natural that advertising in 
ADVERTISING AGE not only carries its 
full quota of vitamins, but that it’s 
packed with enough dynamite to get 
more than ordinary attention. When 
you stop to think of the number of top- 
flight agency men and promotion man- 
agers who are turning out copy for the 
National Newspaper of Advertising, it’s 
not hard to realize that our editors have 
plenty of competition for the interest 
of our readers. 

The stuff is so good, as a matter of fact, 
that it attracts the eagle eyes of editors 
in other fields, who promptly turn it 
into grist for their own mills. When 
Leo McGivena wrote a sparkling piece 


about Chicago welcoming its newcom- 


ers, as a promotion for the Sun, the first 


place it appeared was in the pages of 
ADVERTISING AGE. From there it 
hopped right into a two-color page in 
the Reader’s Digest, with the original 
illustrations and all. That’s not a bad 
dividend on AA circulation! 

And of course you remember the fam- 
ous advertisement of Young & Rub- 
icam —“How About Appointing Your- 
self a Rumor Warden?” It appeared in 
the August 3 issue of this advertising 


journal, and not many days after that 


was the subject of a major news story 


_in the Fort Worth Star-Telegram. Col. 


Amon Carter’s paper not only applaud- 
ed the suggestion of the agency, but 
gave ADVERTISING AGE a pat on the 
back for publishing the ad. Thanks, 
neighbor. 


All we started out to say was that ad- » 


vertisers in ADVERTISING AGE are in 
fast company. They know it, and put 
their brightest and best ideas into copy 


intended for our readers, And the lat- 


ter appreciate it, it seems, because we 


regularly carry more advertisements | 


addressed to advertisers than any other 


publication in the land. 
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Duart Asks Beauty 
Shops to Increase | 
War Stamp Sales 


San Francisco, Sept. 2.—To 
mote war stamp sales and wartime 
conservation through important 
“little victories” in the nation’s 
beauty shops, Duart Mfg. Company 
will start a new advertising pro- 
gram next month in business papers 
serving the field. 

Initial copy appearing in Septem- 
ber issues of American Hairdresser, 
Beauty Culture and Modern Beauty 
Shop not only suggests the idea of 
selling war stamps to customers of 
the country’s estimated 100,000 
beauty shops, but also urges cooper- | 
ation of the field in a general con-| 
servation program. 


pro- 


One advertisement devoted exclu- | 


sively to the war stamp sales plan | 
provides each shop with a display 
piece which may be cut out, pasted 
on a card and set up over the cash 
register. A box calls attention to 
the belief that 100 per cent cooper-| 
ation by all beauty operators in| 
asking customers to take part of 
their change in war stamps would 
result in weekly sales of more than 
$500,000 worth of stamps. 


To Award Bonds 


A second advertisement, head- 
lined “Victory Has No Price Tag,” 
points out that beauty shop people 
can aid the war effort not only by 
buying war bonds and paying taxes 


, 


but by winning “little victories” in 
saving labor and supplies and in 
caring for shop equipment. Opera- | 


tors are invited to send in conserva- 
tion ideas concerning equipment, | 
merchandise or supplies—no matter 


who the manufacturer is—with 10 
winners to be awarded $25 war 
bonds. | 

This manufacturer of permanent 
wave supplies and other beauty 
shop products has been a leader in 
the field for many years and its 
president, William H. H. Davis, | 


believes it is up to Duart and other 
leading concerns to develop the pro- 
grams which will help the beauty | 
industry make its full contribution | 
to the war effort. Duart will main- 
tain its current advertising through- 
out the fall, with plans for next 
spring depending upon results of} 
the campaign and general condi-| 
tions in existence then. 

Erwin, Wasey & Co. directs 


the | 
account. 


OPA Extends Time 
for Cosmetic Data 

Questionnaires recently sent to | 
cosmetic manufacturers, requesting | 
data on pricing, package sizes and | 
product changes, must be returned | 
by Sept. 15, according to an an- | 
nouncement by Leon Henderson. 
The deadline previously set was | 
Aug. 15. 

Although many companies have | 
already filed the information, some | 
have experienced delays because | 
employes were on vacation, the | 
OPA chief said. The survey is! 
similar to those conducted in other | 
industries. 


Jee ALABAMA TRIO 


Now — 5,000 watts day- 
time, 610 on your dial, 
makes WSGN Alabama's 


WSGN clearest daytime station 
e (1,000 watts at night). 
BIRMINGHAM 

Deep in the heart of Ala- 

bama'’s Army Base cen- 
, ters, WSFA blankets a 
WSFA e market whose spending 
MONTGOMERY power is still going up. 


. 
5,000 watts day and night, 
WALA covers the Gulf 
where war produc- 
tion payrolls are at a new 
all-time high. 


WALA . |: 


MOBILE 


Start Newspaper 


Campaign for Furs 

New York Auction Company has 
launched a newspaper advertising 
campaign in the interest of fur 
manufacturers and retailers. 


Copy, scheduled for key markets 


throughout the country, will pro- 
mote ranch-bred mink and silver 
fox with the notice at the bottom 


of the ad, “Published in the interest 
of better buying by one of Amer- 
ica’s largest fur auction companies 
; not a retailer.” Williams Ad- 
vertising, New York, is the agency. 


Collins to Ullman 


Nan M. Collins has resigned as 
public relations director of the 
Foundation for Clinical and Surgi- 
cal Research, Philadelphia, to rejoin 
the Roland G. E. Ullman Organiza- 
tion as account executive. 


Set National Shoe 


Trademark Week 
for Sept. 5-12 


New York, Sept. 1.— To encour- 
age retail shoe merchants to pro- 
mote nationally advertised brands 
of shoes more aggressively, Boot 
and Shoe Recorder has designated 
Sept. 5-12 as National Shoe Trade- 
mark Week. Recognizing that 
“these are days in which values are 


open to question and buyers are 
confused,” the business paper will 
undertake to show the manufac- 


turer and retailer what steps they 
can take to reassure the public. 

In addition, shortages of vital 
raw materials and accompanying 
difficulties in obtaining manufac- 


tured products have made many 
retailers believe advertising is un- 
necessary at this point. During 
trademark week the publication will 
emphasize to both dealers and 
manufacturers that they should “re- 
iterate, through advertising, dis- 
plays and the spoken word of sales- 
people at point of sale, that their 
brands of merchandise will provide 
the utmost in quality that is ob- 
tainable under existing conditions,” 
and promise customers that “the in- 
tangible elements for which a trade- 
mark stands—fit, style, design and 
particular service rendered by a 
shoe—are all that they ever were.” 

In announcing the promotion, 
Boot and Shoe Recorder also ob- 
served that measures are now pend- 
ing before the U. S. Senate to estab- 
lish the principle of automatic li- 


censing of all inventions. “Business 
men who hope to prosper throug! 
individual initiative,” the pape; 
warned, “should protest such en- 
croachments upon their constitu- 
tional rights as American citizens 


‘Esquire’ Holds Rates 


Space rates for Esquire for t! 


first six months of 1943 will t 
based on the present structure « 
450,000 circulation, although tl 


monthly average fo rthe past si 
months has been over 600,000 copie 
the magazine has announced. 


Armstrong Heads Dept. 


Frank Armstrong of Warner Bros 
publicity department, New Yor} 
has been named promotion man 
ager. He succeeds Wilma Freema: 
resigned. 
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Post-War Export 
Problems Appear 

That a meeting of minds between 
American and British exporters 
vith regard to post-war problems 
s far from achieved is evinced by 
, recent Report on Reconstruction 
vy the Federation of British Indus- 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW. 


The report has been sent to the 


|National Foreign Trade Council in 


the United States as a basis of dis- 
cussion between the two bodies. It 
is contended that the divergence in 
views is due to the different circum- 


‘stances and necessities of the two 
countries, and that their attitude 


| gency 


volves about the free trade princi- 


ples in the Atlantic Charter. Con- 
trasting post-war conditions in 
Britain with those in the United 


States, the report faces realistically 
the possibility of British return for 
a considerable time to the emer- 
trade policies and practices 
of pre-war years. “In such circum- 
stances,” says the report, “the view 
is widely held in industrial circles 
in this country [England] that we 
must, at any rate for some consid- 
erable period, rely upon a_ policy 
of directive imports, on the assump- 
tion that we only import from over- 


such services as we can render. In 
effect, almost a system of barter or, 
at any rate, a system of bilateral 
trade which will regulate our im- 
ports by our capacity to pay for 
them. This involves import and 
export controls, possibly by quota, 
preferential treatment of the im- 
ports of those countries which are 
prepared to assure us of the means 
for paying for them, and exchange 
controls. Otherwise our economic 
stability crashes, owing to our im- 
porting beyond our ability to pay, 
which is the road to national bank- 
ruptecy. 


tries, American Exporter for Sep- should be one of mutual under-| seas countries those essential com- “The problem facing us,’ the 
tember points out. The report standing of each other’s needs and modities for which such overseas! report continues, “is rendered more 
frankly admits that the opinions of difficulties. “The task of arriving countries are prepared to accept difficult by the possible conse- 
Britain and America “are so diver-|at a common policy is vital for the| payment by the only means which| quences of ‘lease-lend’ procedure. 
‘ent they will not be easy to recon- | future,” the report asserts. lwill be open to us—i.e., by the | The lease-lend act was one of the 
ile.” The difficulty in the offing re-|export of our own products and major turning points in the war, 
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Will you be on his Buyer’s List? 


HEN the merchandise manager turns ideas into 
action, selling plans lead straight to buying plans. 

Will he automatically think of your line first? 
There’s more involved than mere price and quality. 


Your product gets the big play only when it gains the 
knowledge and support of the store family . 


is also backed by the interest of the top executives, the 
buyers, the training directors, the advertising and display 


managers. 


Your line becomes well known to this entire store man- 
agement team when it’s promoted consistently in the paper 


they all read... DEPARTMENT STORE ECONOMIST 


... top paper of the top retail field. 


“How to talk effectively to the department store team 
today” is the sub-title of the new portfolio now in the hands 
of your ECONOMIST representative. Ask him to let you 
study DSE’s “WARTIME ADVERTISING GUIDE 
FOR MANUFACTURERS.” No obligation, but 


worth the time of any advertising man. 


A Chilton @ Publication 


CCA — 30,000 


100 ‘EAST 42ND STREET = 
PHILADELPHIA: 56th and Chestnut Streets; CHICAGO: 29 East Madi- 
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NEW YORK CITY 


son Street; CLEVELAND: 1836 Euclid Avenue; LOS ANGELES: 201 Oceano 


Drive; BOSTON: 140 Federal Street. 


and its value is realized to the full 
in this country. The problem, how- 
ever, of making good in some shape 


or other lease-lend materials will 
profoundly affect the question of 
post-war commercial and financial 


exchanges. 
“There will be a great difference 


in the post-war position according 
to the degree that America will 
require large deliveries free in 


return for lease-lend, or according 
to whether she will consider these 
facilities as part of her contribution 
to the fight against aggression, 
during the two and a quarter years 
in which she was, happily, not 
called upon to make the sacrifice in 
blood and destruction which fell 
upon us and so many other nations.’ 
‘ > 

“We need to make very certain 
that, as manufacturers, we can keep 
our trade names alive for both the 
war and the peace,” cautions L. R. 
Mendelson, president, Hotstream 
Heater Company, Cleveland, in a 
booklet “A Challenge to Straight 
Thinking on New War and Post- 
War Markets.” It must be remem- 
bered, he says, that there is a great 
difference between having goods to 
sell, and having the markets to buy 
them. 

“Markets must be bought always 

and they are obtainable in no 
other way than by intelligent buy- 
ing now if we hope later to avoid 
the mad and desperate scramble of 
post-war manufacturers who have 
not prepared adequately today for 
the peace that will follow. We must 
do our planning now, for merchan- 
dising campaigns cannot made 
over night,” he declares 


be 


How bombed cities may be rebuilt 
after the war is indicated by a mas- 
ter plan for rebuilding London as 
prepared by the Modern Architec- 
tural Research Group, recently de- 


scribed by Herbert U. Nelson, 
executive vice-president, National 
Association of Real Estate Boards. 


The plan proposes to substitute for 
the old network of small streets 
and for the city’s inner suburban 
arrangement, a _ series of parallel 
self-contained urban units extend- 
ing in a north and south direction 
from the Thames. Business sections 
and industries would be grouped in 
a convenient relationship. 

The plan calls for each city- 
within-a-city to be approximately 
half a mile wide and 15 miles long 
Intervening spaces a half-mile wide 
are proposed. The units would be 
traversed by traffic arteries, with 
industrial, commercial and civic 
activities near the main arteries 
Dwellings would be served by sec- 
ondary arteries. 

The possibility of locating a great 
central airport in the center of 
London, laid low by air raids, is 
being studied. It would serve as a 


terminal for airlines to nearby 
points and as a feeder to larger, 
outlying air terminals for world- 
wide air transportation expected 
after the war. 


Young Names Hillman 
Hillman Periodicals, New York, 

has appointed James A. Young, Los 

Angeles, West Coast representative. 
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Hecker Products 


Will Cut Down 


Premium Deals 


Earnings Drop 
from $1,068,546 
to $461,563 


New York, Sept. 2.—Indications 
© a departure from advertising and 
omotion methods heretofore fol- 
ved by Hecker Products Cor- 
poration’s flour and cereal division 
were contained in the company’s 
nual report, issued this week. 
Operations were not as profitable 
curing the past fiscal year as in the 
evious one, although certain in- 
ntory losses and provisions taken 
against other special items were in 
part contributing causes, the report 
stated. Earnings for the year ended 
June 30 were $461,563, compared 
with $1,068,546 in the preceding 
year. 
' Discussing Hecker’s advertising 
and promotion policies, William J. 
Wardall, chairman, and Leonard G. 


: 


Blumenschine, president, declared 
that “the products of this division 
) have in recent years been promoted 
by various premiums and _ trade 
, deals. Your present management,” 


they added, “feels that such types 
of promotion when carried on too 


° extensively, while possibly of some 
temporary value, are not conducive 
to the best long-term results. In 
the future more emphasis will be 

_ put on direct advertising to the con- 

9 suming public of the brand identi- 

\. ties, and it is believed that in the 
long run this change in policy will 

— result in larger profits.” 

Jewel Tea Company 

a. Higher salaries and federal taxes 

‘lor- cut sharply into earnings of the 

as In Jewel Tea Company during the first 

sani- § 28 weeks of this year, F. J. Lunding, 
pany fF president, reported to stockholders 


in his mid-year report. Although 
increased 41 per cent over the 


Satit 


period of last year, earnings | 


for the 28 weeks ending July 18 
dropped to $593,752 from last year’s 
mid-year earnings of $758,032. 

The company had 1,613 wagon 


92°, of 


Faeby ith circu- 


lation is in the trading 
areas of cities over 


100,000 in population. 


| routes and 154 food stores in opera- | 


|tion on July 


18, 1942, compared 


with 1,668 wagon routes and 147 
|food stores at the end of 1941. In 
|order to help conserve rubber and 
gasoline, 62 high mileage routes 
| were closed. In addition, shortages 
of material and government restric- 
tive orders have made it necessary 
/to suspend the expansion program 
started in 1940. 


Restrictions Felt 


Commenting on the effect of war- 
|time rulings on the operations of 
Jewel Tea, Mr. Lunding pointed out 
that coffee distribution is now re- 
stricted to 75 per cent (now cut still 
further to 65 per cent) and tea de- 
liveries to 50 per cent of last year’s 
comparable volume. Green coffee 
inventories are limited to two 
months’ supply and all imports of 
coffee must be licensed. Beginning 
in June, Jewel’s route department 
| was required to reduce route mile- 
age by at least 25 per cent from the 
corresponding months of a year ago 
and extra calls at customers’ homes 
were eliminated. 

Package sizes have been reduced 
for a number of commodities in 
order to serve a maximum number 
of customers, he added, and new 
items are being found and devel- 
oped to take the place of sales lost 
through shortages in supply due to 
the war. 


Borden Co. 


For the six months ending June 
30, earnings were $3,378,186, com- 
pared with $3,510,581 for the first 
half of 1941. The company produced 
as much evaporated milk during the 
first half of this year as it did in 
all of 1941, according to Theodore 
G. Montague, president, while out- 
put of powdered milk increased 30 
per cent over a year ago, with 40 
per cent of the total production 
going for Army, Navy and Lend- 
Lease requirements. 


U. S. Steel 


For the six months ended June 30 
net income after taxes, but before 
contingency reserves, was $45,867,- 
000, as against $70,375,000 for the 
first half of last year. 

Park & Tilford 

Net income was $256,010 for the 
six months ended June 30, com- 
pared with $496,309 during the first 
half of last year. 


Pan American Petroleum 

| During the quarter ended June 
30, after federal taxes on income, 
net loss amounted to $520,006, com- 
pared with a net profit of $1,899,555 
during the same quarter last year. 


Colgate-Palmolive-Peet 


Earnings totaled $2,241,073 for 
For intormation write 424 Madison Ave. W.Y.C the six months ending June 30, 
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WAR BRINGS CHANGES 


Old-fashioned flavor bas a2 
Heinz! 


—— a oe eee te ee Renee ae 


Despite the necessity for products in 


“new forms’, Heinz assures consumers 

that quality will be maintained. Opening 

insertion in the new series appears in 

The American Weekly, to be followed by 

This Week Magazine and dailies in 34 
cities. 


against $2,399,074 
period last year. 


for the same 


Pepperell Mfg. Co. 
For the fiscal year ended June 30 
net profit was $1,965,145, compared 


with $1,868,543 in the preceding 
year. 
Pet Milk Co. 

For the quarter ended June 30 
earnings were $380,031, against ! 


$606,417 for the comparable period 
last year. 
General Cigar Co. 


Net income was $565,428 for the 
six months ended June 30, against 


$593,580 for the same period last 
year. 
Dunhill International 

For the six months ended June 


30 estimated net profit was $19,118, 


as against $6,353 in the first half 
of °41. 
Merck & Co. 

Earnings for the six months 


ended June 30 amounted to $1,086,- 
373, compared with $1,591,073 for 
the comparable period last year. 


Hudson Motor Car Co. 


For the quarter ended June 30 
}earnings were $573,101, against 
$220,714 in the same quarter last 
year. 


Thermoid Co. 


For the six months ended June 30 
net profit was $263,551, after $380,- 
000 provision for federal taxes on 
income. This compares with profits 
of $440,955 for the first half of °41 
when provision for federal taxes on 
income totaled $189,500. 


B. F. Goodrich Co. 


For the six months ended June 30 
net profit amounted to $3,103,087, 
compared with $6,646,033 for the 
same period last year. Net sales for 
the six months were $103,283,542, 
against $98,005,059. 


United Air Lines Transport 

Net earnings during the three 
months ended June 30 were $739,- 
297, compared with $451,956 in the 
corresponding period last year. This 


figure was greater than United's 
earnings during the entire year of 
1941 when the company reported 


income of $598,050. Profits for the 


second quarter of 1942 reflected 
operating results only, since book 
profit accruing from sale of air- 


planes was not included in the sec- 
ond quarter net income, but is being 
carried in a special deferred account 
subject to later transfer to surplus 


Charles E. Hires Co. 

For the nine months ended June 
30, earnings were $539,195, com- 
pared with $420,404 during the same 
period of 1941. 


Rudolph Wurlitzer Co. 

For the quarter ended June 30, 
net profit was $58,280, compared 
with $220,664 in the comparable 
period of last year. 


New Heinz Copy 
Paves Way for 
Changes in Offing 


Pittsburgh, Sept. 2.— The main- 
tenance of 73-year-old quality 
standards was emphasized this week 
as the keystone of H. J. Heinz Com- 
pany’s merchandising policy in a 
new series of ads in color and black 
and white, scheduled to appear na- 
tionally during the next fortnight. 
Following the opening insertion in 
the Sept. 6 issue of The American 
Weekly, another color page will ap- 
pear in This Week Magazine, Sept. 
13, while the same copy, in black 
and white, will run in newspapers 
in 34 additional cities. 

Featuring the headline, “Old- 
fashioned flavor has an A-1A pri- 
ority at Heinz,” copy assures con- 
sumers that the 57 Varieties, 
“whether they appear in new forms 
or old familiar packages, are cooked 


,the country-kitchen way, to treas- 


ured, oldtime recipes.”” Three steps 
in the Heinz quality control pro- 
gram are pictured and described. | 

Reference to Heinz products “in| 
new forms” indicated that the cam- | 
paign “transitional” in nature, | 
designed to harness consumer fa- | 
miliarity with the well established | 
packages and products with changes | 
in the offing. Chief of these is the | 
new Heinz condensed soup line, | 
which has not yet been mentioned in 
advertising, but which is due soon. 
| Also, Heinz baked beans are now 


Is 


offered in glass containers instead 
of cans. 
Maxon, Inc., Detroit, directs the 


account 


Foulds’ Macaroni 
Tries Eight-City 


Spot Radio Drive 
Chicago, Sept. 2.—A new test 
campaign, using radio spot an- 


nouncements and transportation ad- 
vertising, will be released in mid- 
September for Foulds’ Macaroni 
Company, Libertyville, Ill. 

Radio announcements will be 
aired six to 18 times a week in eight 
test cities, Chicago, Cincinnati, Co- 
lumbus, Dayton, Fort Wayne, Grand 
Rapids, Indianapolis and Toledo. 
The test is based on an initial 13- 
week period and will be extended 
for six months. 

Foulds’ macaroni not a new 
product, and actually has a com- 
pany history dating back over 50 
years. It has previously been pro- 
moted through newspapers. 

As might be gleaned from 
media involved, spot radio and 
transportation advertising, product 
identification will be the chief aim 
of all copy, and no sidelight attrac- 
tion, such as the nutrition drive, 
will be utilized. 

Campbell - Ewald Company, Chi- 
cago, Was recently named to direct 
the account. 


FEATURES WAFFLE MIX 

Pittsburgh, Sept. 2.—Using 16 
metropolitan newspapers, spot radio 
and announcements to the grocery 
trade in business papers, P. Duff & 
Sons, Inc., will launch a test cam- 
paign later this month for Duff's 
waffle mix 

The drive, commencing with 200- 
line copy, is scheduled to run eight 
weeks in Boston, New York, Balti- 
more, Washington, Philadelphia, 
Pittsburgh and Chicago. The cam- 
paign in addition to continued 
advertising of Duff's gingerbread 
mix, which has been featured con- 
sistently for the past year. 

W. Earl Bothwell Advertising 
Agency handles the account. 


Is 


the 


iS 


Named Ad Manager 


Paul C. Tedford 
from the advertising 
Evening Gazette, 
to 


has resigned 
staff of the| 
Haverhill, Mass., 


become advertising manager of 


'the Daily News, Athol, Mass. 


Lawrence Now Manager 


Ruddick C. Lawrence, of For- 
tune’s Philadelphia sales staff, has 
been named manager of its Phila- 
delphia office. Mr. Lawrence suc- 
ceeds John E. Woolley, who has 
been inducted into the Army. 


‘Hulsebus to Burnett 


Following acquisition of the 
Santa Fe railroad account by Leo 
Burnett Company, anounced in 
ADVERTISING AGE last week, H. L. 
Hulsebus, who joined Stack-Goble 
Advertising Agency as an office boy 
25 years ago and advanced to the 
position of vice-president, has 
joined the Burnett organization as 
account executive. 


McMichael Promoted 

A. L. (Larry) McMichael, for- 
merly supervisor of the Cleveland 
district for Calvert Distillers Cor- 
poration, has been promoted to 
Ohio state manager. His headquar- 
ters will remain at 1316 B. F. Keith 
building, Cleveland. 


Let Cray Tale saves. 
ANALYZE YOUR PRODUCT FOR 
A THE °NEW MOTHER MARKET” 


For information write 404 Madison Ave., WY. C 


Buffalo's 


ah 


Most — 
Powerful 
Transmitter 
Plant | 


MAKES 


WKBW 


Buffalo’s only 


50,000 


WATT STATION 


Blanketing 11 Eastern 
Seaboard States 
227,000 Square Miles 
Over 12,000,000 people 


. ow” 
COLUMBIA © 
 1520K.c. 


New, $350,000 Transmitter Plant 
BUFFALO 
BROADCASTING COR 
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WXYZ Feminine 
Star Competes | 
for Beauty Crown 


Detroit, Sept. 3.—The old gag,| 
“Radio stars should be heard, not} 
seen,” lost a lot of aptness this week | 
as socialite-actress Patty Hill of | 
Station WXYZ prepared to match 
her charms against all comers in At- 
lantic City’s 1942 competition for 
“Miss America.” 

The dark-haired, blue-eyed con- 
testant for national beauty honors 
won the feminine lead in the Blue 
Network dramatic show, “Green 
Hornet,’ when George W. Trendle, 
owner of WXYZ, heard her on an- 


other program over the same sta- | 
tion. Her brother entered the 21-| 
year-old radio star in the recent 


Michigan contest for “Miss Amer- 
ica,” rushed her to the contest park | 
right after her Saturday night | 
broadcast, and nodded knowingly | 
when she won the state title. 

Miss Hill, five feet seven inches | 
tall and weighing 125 pounds, 
doesn’t sing, dance or play a musi- 
cal instrument—the customary tal- 
ents—but has won swimming hon- | 
ors and is a prize-winning muralist. 
Her crown-winning dimensions in-| 
clude a 24-inch waist, 35-inch bust} 
and 36-inch hips. She agreed to go)| 
to Atlantic City and compete for the 
national crown when assured she 
could be written out of the script 
for the one broadcast she’d be away. 


Walker to Agency Group 


Shirley Walker Advertising 
Agency, San Francisco, has been 
elected as the San Francisco mem- | 
ber of the First Advertising Agency 
Group, a network of 22 advertising 
agencies in the principal cities of 


the country. 


PROMOTION MEN: 


The foremost designers of pictorial 
charts and maps expertly analyze and 
Visualize your facts for effective | 
presentation. Write for special war- 
timely folders 


-VISUALFACTS | 


2 West 46th Street, N.Y.C. 


MISS MICHIGAN 


| 
| 
| 


Hill, 
dramatic 
emerged the winner in her state's beauty 
contest for the annual ‘Miss America” 
competition at Atlantic City. 


of a 
show, 


Radio actress Patty star 


WXYZ-Blue Network 


Promotion Council Assists 


Wartime Travel in West 


Ted Huggins, Standard Oil Com- 
pany of California, San Francisco, 
has been renamed chairman of 
Western States Promotion Council, 
Inc. Elliot Epsteen, attorney, has 
been named vice-chairman, and 
Marie Updegraff, secretary. 

The council is switching its ef- 
forts from promoting tourist travel 
to assisting wartime travel and to 
acquainting transient armed forces 
with the interesting features of the 
West in a manner that will be help- 
ful to the area after the war. Work- 
ing with Army and Navy officers, 
the council will make available mo- | 


| tion pictures, highlighting the West, 


for the entertainment of troops tem- 
porarily visiting the region. 


Goold Leaves Simon's 


James Goold has resigned as | 
advertising director of Franklin 
Simon & Co., New York. Mr. Goold 
has been with Franklin Simon for 
the past year and a half. Previously | 
he had been advertising director of | 
R. H. Macy & Co., Stern Brothers, | 
and Wallach’s. His future plans 
have not been announced. 


Getting Personal 


The hardy seed of romance, it turns out, will thrive even in the 
soil of business competition. When John C. Hydell, production mgr. 
of Chem. & Met’s advertising division, made periodic phone calls to 
Marven H. Morgan, asst. to Industrial & Engineering Chemistry’s pro- 
duction mgr.—all in the line of routine business—little did he realize 
that cupid was listening in. An engagement has resulted and wedding 
bells are in the offing. . . 

The Samuel G. Howards—he’s a.m. of the Minneapolis Star Journal 
and Tribune, besides being an NAEA director—celebrated their 25th 
wedding anniversary on Aug. 24... Ralph R. Brunton, president of 
KQW, has been appointed to the advisory committee of the San Fran- 
cisco League for Service Men. . . 

John H. Sweet, v.p. of Dickie-Raymond, is passing out cigars, cele- 
brating the arrival of Anthony Howard, who weighed in Aug. 27 at 
S bb. 3 os. . . 

The Baxters of Toronto are a fighting clan. Mrs. James Baxter, 
formerly with A. McKim, Ltd., has joined the Woman’s Royal Cana- 
dian Naval Serv- 
ice. Her husband 
is Maj. James Bax- 
ter, and their son, 
Ian, is with the 
Canadian army 
overseas. . . 

When KTSM, El 
Paso, Tex., cele- 
brated its 13th an- 
niversary recently, 
two men were par- 
ticularly honored, 
Karl Wyler, v.p. 
and gm. and 
Lewis Gemoets, 
chief engineer, 
both of whom 
were with KTSM 
at its founding. . . 
Prexy Lawrence 
Lane and Manag- 
ing Director 
Charles W. Collier 
of the Pacific Ad- 
vertising Associa- 
tion will make a 
tour of PAA clubs in October and November. . . 

Everett J. Grady, Ruthrauff & Ryan v.p., is now having his mail 
forwarded to 863 Park avenue where he has taken a large suite. . . 

Jerry Lyons, spark plug of Weed & Co.’s sales staff, had his 
last chance the other day to put down “luncheon with time buyer” on 
his expense account. He did it in grand style, playing host to 20 
agency men and women at a farewell party. He reported for duty 
as a captain in the Army air forces Sept. 4... 

When John H. Reardon steps to the tee, his stroke is strictly in the 
groove. Last week the circulation boss of Music & Rhythm left the 
longhaired competition in the corn to win first prize in the Circulation 
Managers’ Round Table golf outing at Lake Delavan, Wis. . . 

Fred E. Wankan, who formerly published the Daily Post Athenian, 
Athens, Tenn., has been named state photographer in the conservation 
dept. . . It may be a good idea, but it has its limits: Station WORL in 
Boston has completed arrangements for a new war bond promotion. 
A ball will be held in the latter part of September, at which 10 beau- 
tiful “WORL” girls (combed, our informant swears, from marvelous 
models and Back Bay debs) and 10 equally pretty gentlemen will 
auction off “kisses, hugs, affection, wearing apparel or any other items 
which the sellers have to offer.” . . 

Eugene R. Clifford, associate editor and adv. mgr. of the Inde- 


IN THE LIMELIGHT 
. 5 


The vacation cameraman caught these unguarded shots 
of two Chicago Sunmen, Eddie Richer, who became 
promotion mgr. Sept. |, and Wallie Brooks, ad. director. 


ELLIOTT GETS KGO CONTEST AWARD 


Winner among Pacific Coast agency executives, Bruce Elliott (right) of 
Tomaschke-Elliott, Oakland, Cal., receives a radio from W. B. Ryan, manager of 
KGO (left) and Gene Grant, Blue Network Co. account executive. Mr. Elliott 
guessed closest to the actual 20,167 requests for tickets when the program, 
“Breakfast at Sardi's,”” was originated in San Francisco. 


pendent, Juneau, Wis., weekly, was married to Florence Evelyn Graff 
on Aug. 22... 

It begins to look as though Francis S. Murphy, gen. mgr. of the 
Hartford Times, won't have to worry about what to do with his spare 
time this winter. Recently named Connecticut chairman of the New 
England aviation cadet committee and a member of the governor's 
committee planning a program for the air training corps, he has now 
been appointed associate member of the Naval aviation cadet selection 
board. . . 

Lt. Paul R. Warmee has given up auto promotion for gob promo- 
tion. The former Pontiac s.p.m. has been placed in charge of the 
Navy recruiting office in Philadelphia and aims to increase enlistments 
to 5,000 per month... 


House Magazines 
Gear Contents to 
the War Effort 


New York, Sept. 
publications are playing an é 
creasingly important role in 
war effort by spotlighting indust, 
contributions, disseminating gen: 
information and maintaining 
liaison with the men in the arn 
forces, the Policyholders Ser, 
Bureau of Metropolitan Life Ins 
ance Company reported this ws 
in an analysis of 325 such pe 
odicals. 

Before Pearl Harbor the type 
material that dominated empl 
publications included person 
items, sports stories, safety articl 
pictures of employes’ children, c] 
and recreational activities. Sin e 
our entry into war, however, tie 
emphasis has switched to the co: 
pany’s part in the war effort, w 
savings plans, employes in milita), 
service, and reduction of waste. 
Also, a new type of publication h:s 
emerged—the gossip sheet for min 
in uniform. 

The latest report is one of a seri 
on house magazines and _ includes 
details of the contents of public. - 
tions checked, together with tec 
niques used for evaluating read: r 
interest. 


WBBM Broadcasts 


‘Protective’ Program 


Station WBBM, Chicago CBS oui- 
let, inaugurated a “Housewives’ 
Protective League” program Aug. 
24. The program is designed to 
protect consumers from fraud, de- 
ception, crooked promotion schemes, 
misbranding, shortweighting and 
false advertising. Paul Gibson 
director of the League and origi- 
nator of the idea in California in 
1934, will conduct the program, «s 
well as its companion show, ‘“Sun- 
rise Salute.” 

An interesting feature of the 
League, from an advertising view- 
point, is that it will accept no prod- 
uct for advertising unless 80 per cent 
of its housewife-listeners, in a sam- 
ple poll, testify to the product's 
eligibility. The early morning show 
will be heard from 6 to 6:55 a. m., 
CWT, Mondays through Saturdays, 


1. — Emp) 


and the League program from 4 to 
4:30 p. m., CWT, Mondays through 
| Fridays. 
Coffee Now in Bags 
Headlined “No More Vacuum 
Tin Till Victory,” a_ five-column 
by 15-inch advertisement of Dwight 
Edwards Company, San Francisco, 
has announced that Edwards coffee 
is now being packaged in the new 
Victory bag, a paper container. Ed- 
wards coffee is featured by Safeway 
stores in California. 


Bere qssiFi€0 PHOTOS 
rot 


about our catalog. 


KAUFMANN FA 


425 S. WABASH AVE, CHICAGO 
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Ernest Kausler, 
Former Ford V. P., 
in Key WPB Post 


Washington, D. C., Sept. 2.— 
Chairman Donald Nelson of the 
War Production Board today an- 


Kanzler, former vice-president 
the Ford Motor Company, to suc- 
ceed Amory Houghton as director 
general for operations of the WPB. 

Mr. Kanzler will supervise all 
WPB operations carried out through 
industry branches and materials 


Advertisers See 


! 
| 


Threat in U. S. 


Suit Against AP 


nounced the appointment of Ernest | 
of 


(Continued from Page 1) 


court order compelling the organi- 
zation to furnish its news and pic- 
ture services to any newspaper 
willing to pay the cost. The AP’s 
by-laws illegally restrain and mo- 


MILLIONS ROLLED IN FOR VICTORY 


Business Papers 
Mark Up 12.9% 
Gain in August 


Chicago, Sept. 2.—With industrial 
papers again leading the way, 
advertising in August issues of busi- 
ness papers marked up a 12.9 per 
cent gain over the same month of 
1941, according to reports of 119 
publications tabulated by Industrial 
Marketing. For the first eight 
months of 1942, business papers are 
6.6 per cent ahead of last year. 


branches, including the operation of 2°Plize interstate commerce by | _Eighty-nine industrial publica- 
the production concentration pro-| Preventing non-member newspa- | tions reported a gain of 17.6 per 
. gram reported in ADVERTISING Ace | Pers from obtaining the services | cent for August issues, making the 
' Aug. 31 available to AP members, the gov- | advance for the full eight months 
" For a number of years vice-presi- ag csexe spre aa said. — | period 11.2 per cent. 
tent in che nection with: | pecific mention was made in the —_— 
ace pi sc lag at te andes | complaint of the inability of the | Show Slight Gain 
and president of the Universal Chicago Sun to secure an AP fran- | Class or service publications 
: Credit Corporation before becoming chise, despite an offer of $250,000 | turned in a 2.05 per cent gain for 
, chief of the WPB automotive branch fF @ Morning membership held by! When the Blue Network staged its recent gala “Bond Night,” pledges came August issues, although the eight- 
: in January, 1942. After tackling the Chicago Herald-American, used pouring into New York headquarters up to the wee sma’ hours of the following month total is 6.06 per cent below 
' the war conversion of the automo- only on Sunday. The Washington day. Edgar Kobak, executive vice-president, was one of a corps of volunteers the same period of 1941. Trade or 
n tive industry, he became regional Times-Herald had also been “re- who tabulated returns. Final count was $10,475,000. dealer papers, after a turn for the 
, director of all war production in eh _ age ve = ts ol | Comer during July, again scone 
, Detroit, and recently deputy chair-|"€SS “rough its failure to ge ture for profit. ‘and August volume was down 11. 
man of WPB supervising program | S€rvice, the government charged. | ANPA attorneys assailed the rui- | Wocount to Cowes phil- | Per cent. For the eight-month 
. progress. | The complaint said that “in the| ing as a step which could lead to adelphia, has econ sauelnded to di_| Period, the 18 papers in the classi- 
: : Mr. Houghton will leave on Sept. mind of the general public the name | control of a free press. They asked rect advertising for Microstat Cor- | ee oo 
=. 15 to return to his position as chair- | 4SS0ciated Press has long been re-| the court to rehear the case. poration, Newark, N. J. |1941 figures. 
d man of the board of the Corning garded as synonymous with the : : 
Glass Works. highest standard of accurate, non- 
Seana partisan and comprehensive news 
P reporting.” 
New Magazine for Comparing the facilities of AP 
Expectant Mothers |with those of United Press and In- 
ul So Yow’re Going to Have a Baby ‘€™mational News Service, the gov- 
wee is the name of a new magazine to ¢rmment pointed out that last year 
-- be issued by the publisher of Par- | AP spent $12,000,000 for the gather- = 
rhea ents’ Magazine, to be distributed|ing and distribution of news; UP, 
ne through department stores in lead- | $5,929,638; and INS, $2,731,379. 
ro ing cities throughout the country. : - . 
son Editorial content will consist of re- Subsidiary Not Named 
ce prints from Parents’. ; 
gg 8 First issue will be out in mid-| No mention was made in the com- 
: October. Provision will be made plaint of Press Association, the AP 
an for an imprint for each distributing subsidiary set up last year to serv- 
department store. Already more ice radio. The entry of the news 
the than 100,000 copies have been sold organization into the radio picture 
iew- SE ee ae Bros Chicsa, [reversed a policy which formerly Free bulletins show practical ways to “multi- 
nos and Stix, Baer and See Oe Oe ee ee eee ply" manpower, speed-up work, clear away 
space f Ss s > ages d ree , ‘ . * . . 
sr: | SPaSb per'page Sted a'd0.600 ot vectors adopted a resolution details... short cuts in planning and ordering 
net paid circulation. which granted permission to mem- eae . 
show pale circulat bey seneee te mae AP news avell- printing. Send for copies you need now! 
ee Callahan Advanced able for commercial sponsorship. | 
4 to 52 Coles oth tee BP _The formation of Press Associa- 
oust Goodrich Company since 1928. has U0" in April, 1941, marked the ac- 
been named Western district man- | ‘U@l beginning of AP merchandising 1. “21 WAYS TO KEEP A CLEAR 4. SPEEDTHEJOB WITHCOLOR: 8. NEED COPIES QUICKLY? Use 
ager of the company’s national sales © "ews and feature services for DESK”: Booklet shows how to Booklet explains the “Signal Sys- = your gelatin or spirit duplicator 
and service division, with head-| use on the air. An entirely sepa- ia acl si , tem” to identify departments, hine. “Duplicator Facts” book- 
quarters in Chicago. He succeeds rate staff was set up to handle the avoid “junk heap desks, organize branches, or projects by paper mae. Supe , 
th. “ Walter W. Thomen, who has been specialized function, with W. J. Mc- your work. Gives you specific, colors. Tells how colored paper lt Shows how to get best results 
ight called to active service as a major Cambridge as general manager, and tested ways to clear away details, saves time, prevents errors, or- on either . .. tells how to select 
om = B ng ag Real po — of Ord- Oliver Gramling, assistant general step-up efficiency, pin down re- ganizes detail. duplicator copy paper. Also get 
coffee —— a Seer ee - . sponsibility. Outlines proventime- 5, REDUCE ERRORS, SAVE the Operating Guide, a —— 
A +45 : ndicative of the growth of Press savers to help men in 6 different . MONEY with a complete planfor trouble-shooting chart to help 
Ed- Griffiths Joins OWI Association is the fact that at the in te . handling printing Sinan. This you get clearer copies. 
feway Kenneth Griffiths has resigned end of 1941, 224 stations were sub- , 


from the service detail department 
of Arthur Kudner, Inc., New York, 
to join the Office of War Informa- 
tion, Washington. 


SAMPLES aie 
ADVERTISING MEN 


This new type of match that lights 
with a pull has larger space for 
copy and art. It's a "must" for 
many advertising campaigns. It's 
a match that can be mailed. That's 
why we want all od men to see 
Pullmatch, to try it, to tear the 
pocket apart and see how Pull- 
match is built for safety and a 
sofe advertising investment. Here 
are the big exclusive features: 


% They light with a pull. 


% They light only with 
safety pressure. 


* They have “Sealed 
Heads for Safety”. 


% They hove waterproofed 
Strike 


gs 


4 


scribers, while today approximately 
350 receive the service. 

Radio news is fed to stations by 
special 24-hour wires, with all ma- 
terial prepared specifically for 
broadcasting use. In addition to 
spot news, 15 “telescript’” features 
are furnished, encompassing news, 
sports, women’s interests, curiosi- 


|| ties, financial, Hollywood and sim- 


ilar themes. The programs run 
from five to 15 minutes each. Ten 
are daily features, and five weekly. 

Although Press Association serves 
stations primarily, in some instances 
news and features are sold direct 
to advertisers or their agencies. 
Frazier Hunt's General Electric pro- 
gram, for example, is serviced di- 
rect. Similarly, a Walgreen feature 
heard in Chicago was sold direct 
to Schwimmer & Scott, the agency 


handling the account. 


ANPA FILES BRIEF 

Washington, D. C., Sept. 3.—In- 
tervening in a case which may con- 
ceivably affect magazine subscrip- 
tion salesmen and house-to-house 
selling as well as newspapers, the 
American Newspaper Publishers 
Association today filed a brief in 
the U. S. Supreme Court seeking 
review of a decision upholding state 
licensing statutes 

The court had upheld the consti- 


2. “HOW TO HARNESS A CON- 
FERENCE”: Booklet shows how 
to keep a conference on the beam, 
get it down to brass tacks and 
nail its results. Illustrates special 
forms to cover every detail of a 
meeting—the date . . . who was 
present ... what was decided... 
who is to follow through. 


3 “HOW TO DESIGN A BUSINESS 
FORM”: Booklet shows how to 
design efficient printed forms that 
assign work, tell what’s to be 
done, when and how to do it... 
and make sure it gets done right 
and on time. Includes check list 
to test present forms. 


printing production control or- 
ganizes ordering routine into a 
smooth-working procedure that 
produces better printed pieces in 
less time, with less worry over 
detail. 


6. QUICK WAY TO ORDER PRINT- 
ING: Handy layout and order 
sheets are ruled for quick, accu- 
rate layout of printed forms. They 
guard against printing errors, mis- 
understandings, expensive altera- 
tions. Provide all information es- 
sential to ordering. (Specify pica 
or elite typewriter spacing.) 


e 
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7. “GOOD STENCIL DUPLICAT- 
ING”, helps you broadcast mes- 
sages quickly and economically. 
Shows how to operate your equip- 
ment at peak efficiency. Analyzes 
the stencil process with practical 
tips for the operator. Tells how 
to get 3,000, and more, clear 
copies from a single stencil. 


9. HOW TO SAVE POSTAGE ON 
MAILINGS. Portfolio of printed 
jobs shows uses for light-weight, 
low-bulk opaque paper; four-page 
illustrated letters, envelope enclo- 
sures, a map, a catalog and a parts 
book . . . actual jobs produced for 
nine different advertisers. 


10. QUICK WAY TO SELECT THE 
RIGHT COVER PAPER: A 45-page 
sample book to save time for busy 
designers, buyers and printers. In- 
dexed for easy selection and com- 
parison of colors, weights, fin- 
ishes. Handy desk size (6x9); 
represents more than 500 quickly 
available items. 


11. HOW TO CHOOSE CORRECT 
OFFSET FINISH: New demon- 
stration set contains 4-color off- 
set reproductions (suitable for 
framing) of painting of Lockheed 
P-38 Interceptor plane on each 
of 9 different offset finishes. 
Shows effects of variovs finishes 
. . » how finished job will look. 


USE THIS 


Bate Ses.rsa>=—-— 
——— 


Hammermill Paper 


free, the business 


Company, Erie. Pa. 


helps checked: 


er-Strips. A tutionality of laws in Alabama, , Please send me. - 

% They're so sofe they con \ Arkansas and Arizona under which V U C ON 3) (4) (5) 

be meiled. . members of the religious sect, AL ABLE OUP (1) (2) C (10) (11) 
ooh yaya lg put Jehovah's Witnesses, were convicted 1 (7) (8) (9) 

of peddling literature and soliciting FOR COPIES : Position 

AMERICAN PULLMATCH DIVISION funds without a license. The stat- Name 
of The Kilgore Manufacturing Co. utes require the payment of fees 

106 E. Broadway St., Westerville, Ohio before persons can distribute litera- 
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Packers Target of 
| Ceiling Compliance 
a —sInjunction Suits 


(Continued from Page 1) 


\ally between 1931 and 1940, or 131 
pounds per capita. 

This would indicate a ration of 
approximately two and one-half 
pounds of meat a week in this 
country, compared with one pound 
per person in the British Isles, 12% 
ounces in Germany, nine ounces in 
Holland, five in Belgium and four | 
ounces in Italy. 


CHICAGO MEAT EXECS 
DENY OPA CHARGES 
_ Chicago, Sept. 3.—In the wake of 
Is “Most Equitable” |announcement of OPA’s injunction 
3. That consumer rationing of | Suits against a number of meat 
meat, “as the most equitable means packers accused of violating ee 
of assuring each civilian his fair ceilings, prominent executives of 
share,” be instituted as rapidly as the packing business issued blanket 
the OPA can develop, print and dis- statements today denying the charge 
tribute the necessary coupon books | 294 asserting that the job of grad- 
and other material essential to a oy beef = om “art” requiring years 
ed sorts ver of experience. 
ee ee eg John Holmes, president of Swift 
The committee reported that the & Co., declared: “The grading of 
meat rationing proposals were ne- 
cessitated by the fact that estimated 
demand for beef, veal, lamb and 


probably “meatless 


shortly. 


suggest days” 


est knowledge and _ skill. The 
human equation enters largely into 


meat is a job that calls for the high- | 


mutton and pork for the armed the work, and our men take pride 


forces, lend-lease and civilian con-| lee tal i” 
sumption would total approximately | technical job well. 


in their work and do an extremely | 
He termed the beef cuts 


27 billion pounds, compared with an 
estimated supply of 24 _ billion 
pounds. This supply estimate ex- 
ceeds by four billion pounds the 
estimated 1941-42 fiscal year pro- 
duction and by seven billion pounds 
the average for the 1931-40 period. 

The committee pointed out that 
the amount available for civilian 
consumption would approximately 
equal the amount consumed annu- 


GOOD PRINTING! 


© Intelligent service 
© Expert craftsmanship 
© Complete facilities 


e Day and night production 
Let's Get Acquainted 


|suit “absolutely without merit” so 


— —e 


Clears Way for 
Electro Sales; 
Salvage Goals Set 


Washington, D. C., Sept. 3.—T» 
facilitate the recovery of critica] 
copper, lead, tin, and antimony 
from electrotype plates, the Office 
of Price Administration today ex- 
cluded from the General Maximum 
Price Regulation sales by printers 
and publishers of electros classed 
obsolete. 

Also excluded were sales of the 
backing metal obtained by sweatir 
the lead-tin-antimony alloy backing 
from the plates’ copper shells. The 
necessary amendments to the 
GMPR take effect immediately. 

The War Production Board on 
Aug. 5 required printers and pub- 
lishers to dispose of stocks of obso- 
lete plates before Oct. 1. Because 
disposal of the large tonnage in- 


ATTEND NELSON 'PREVIEW' LUNCHEON 


Ja 


Newspaper executives, admen and representatives attended the recent luncheon 
staged by A. E. Nelson Co., which preceded opening of San Francisco offices 
of the new agency. In this group are (left to right) Ernie Mennell, Paul Block 
& Associates; William Schmitt, who recently went from New York to head the 


West Coast Block office: "tak Gade be” oe Tonnes Sng volved may be difficult to absor’ 


|the National Lead Company has 
{been named an agent for the Metals 
as three grades. One packer had 93 | by figuring gross production plus| Reserve Company, a new govern- 
upgraded one to three| import less export, divided by popu- ment agency, and will offer to buy 
lation—leaving a rather unsatisfac-|the resulting lead-tin-antimony al- 


grades. 


| 


| 
| 


far as his company was concerned. | Federal Judge Philip Sullivan 
The Army, Navy and Surplus Com- granted the OPA a temporary in- 


| rr A P . . : ‘ : S40 anni? aaaine ; 
modities Corporation, all of which | junction here in its suit against nine | 


make technical specifications, have| of the packers and a hearing on the_ 


tory figure, and one outdated by 
rising incomes and armed forces 
demands. 

The advertising picture is defi- 
nitely clouded because of the uncer- 


j\loy at a price equal to 75 per cent 
jof the current New York prices for 
99 per cent tin, domestic antimony 
and common grade lead. 


|been satisfied with Swift gradings,| motion to make the injunction per- 


he pointed out. 
Packers Caught Cold 

The packers had no advance 
knowledge of the suit, which was 
supported by affidavits from OPA 
and Agricultural Marketing Admin- 
istration inspectors. According to 
Alex Elson, OPA’s regional attor- 
ney, the investigators had found on 


‘tainty regarding supply. “Hogs are} SETS NEW QUOTAS 
asked | pouring in here at an all-time rec-| Washington, D. C., Sept. 3.—The 
AcE | ord rate,” one official said. “It’s; WPB Bureau of Industrial Conser- 
“a\ darned hard to see how there can/| vation today set national, state, and 
shortage—but there may be|local quotas for the collection of 
| waste fats in the fats salvage drive, 


manent was set for Sept. 14. 
One meat official, who 
anonymity, told ADVERTISING 
that the suit was a sample of 
little knowledge is a dangerous | be a 
thing,” apparently inferring that! one.” 
OPA’s attempt to prove “chiseling” The American Meat Institute, based on an estimated collection of 
in the grading of beef has slight; which is generally believed to be 2.8 pounds yearly from farm dwell- 
foundation. evolving something in the way of|€rs and 4.5 pounds per capita from 

Asked about rumors of a “black/| explanatory advertising, has not yet|urban residents. 


Aug. 19, when a round of packing market” and other forms of price| 
houses was made, that there was| ceiling evasion being practiced in 


released any information regarding 
its planned promotion. The AMI’s 


Advertising for the drive, spon- 
\sored by soap and glycerine indus- 


“consistent misgrading in this area.”|the meat field, he replied that he task is complicated because, besides | tries, is being placed by Kenyon & 


The misgrading, Mr. Elson charged,| had heard of such instances, and 
resulted in price increases of as| they were confined to small packers. 


high as 7 


| having to plan far enough ahead to 
| make magazine closing dates, its 


| Eckhardt. 


7 cents a pound, although! He declared that if a grader were| copy is generally submitted to the Storer Leaves Blue 


the average was from 1 to 3 cents, | caught intentionally upgrading beef, American Medical Association for! 


The presidents of Wilson 


Armour also made statements simi-| the offender would be fired sum- 


lar to Mr. Holmes. A_ statement! marily. 
issued by George A. Eastwood, “The big companies,’ he re- 
© Lowest costs | president of Armour & Co., said: minded, “aren’t in business just for 


“We do our grading on the basis of 
experience that covers 75 years. We 
haven’t any intention of violating 
the OPA’s grading rules and we are 
willing, if need be, to let OPA grade 
our meat for us, so that we can 


today. They figure on being in 


careful to avoid those practices.” 
Mayer Blasts Rationing 


In a week split with reverbera- 


ail devote our time to conducting our | tions following the announcement 
‘4 essential business efficiently.” 'that rationing was definitely under 
‘onsiderati é at suits would 
’ e * ce Big Packers Careful consideration and that suits wou 
a Sterling Printing Corporation . oe be filed against a number of meat 
' The three big meat packing 
-Phone—Superior 3277. _ houses named were charged with 
-o ARN | upgrading beef only one grade. wait until the bombshells stopped 


325 W. Ohio St. Chicago, III. 


Some of the smaller packers, the! falling before making 
suit says, were upgrading as much! ments. 
An exception was Oscar G. Mayer, 


any state- 


->A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
-» COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 


packing company president and a 
,director of the American Meat 
| Institute. Mr. Mayer reiterated a 
previous statement that rationing 
should be employed only as a last 
resort. If rationing is attempted on 
a per capita basis, he said, “it 
would make it extremely difficult to 
move into consumption the variable 
quantities of meat coming to mar- 
ket from week to week.” 
“Similarly,” he continued, “ra- 
tioning on a money or dollar basis, 
while more in harmony with meat 
economics, raises so many specters 
that it had best be left alone.” 


Meat Front Quiet 


| Few meat 


packing executive 


* 2 aye |cared to be quoted on the question 
. © T 0 P R 0 D U C E D | S p L A Y S ‘of meat rationing until the mode 
ae ' and fashion of the ration pattern 


LOADED WITH SELLING POWER 


is prescribed by the government. 
|Any such statement now, officials 
| point out, is apt to be proved hasty 
| by later news from the capital. 


OGRAPHED : DISPUNYS 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


It was frequently indicated, how- 
‘ever, that the meat industry feels 
that the government may find meat 
jrationing a headache. The most 
| frequently-mentioned fact is that 
|the government must realize that 
}meat is perishable and that for- 
mulae which worked satisfactorily 
for sugar and coffee and gasoline 
j}simply will not apply to meat. 

In attempting to check the two- 


|and-one-half pounds a week sug- 
|gested ration against normal per 
}capita consumption, ADVERTISING 


ee |Ace learned that the only figures 
lavailable apply only for a number 


' . 
‘of years back, and were arrived at] 


|long as from four to six weeks. 
In an_ official statement’ the 
American Meat Institute asserted 
that, while it did not know the de- 
‘tails of the federal requirements 


|is ready to offer the services of its 
'technicians in making plans for 
| rationing or any other plan, work- 
j}able and practical. 


‘DENVER COURT RULES 
OUT SUIT VS. PACKERS 
Denver, Colo., Sept. 3.—Federal 


|commission firms with conspiracy to 


and|in one of the large packing houses,| review, which sometimes takes as | for Private Practice 


| Douglas F. Storer has resigned as 
head of the Blue Network’s com- 

'mercial program department, New 

| York, to return to his own organi- 

zation. 

| Mr. Storer represents Bob Ripley, 


business for a long time, and they’re | committee plans, the meat industry | pale Carnegie, Mrs. J. Borden Har- 


riman and produces Swap Nite, The 
Timid Soul, Cab Calloway’s Quizzi- 
cale and other radio shows. 


Names Representative 

| Implement Record, published in 
| San Francisco for the farm equip- 
|ment trade, has appointed Asso- 


packers, most meat officials were! Judge J. Foster Symes threw out an | ciated Farm Papers, Inc., its repre- 
inclined to duck for shelter andj indictment charging 33 packers and | sentative in Chicago and New York. 


/evade anti-trust laws in lamb mar- | 


‘keting here today. 
“There is a total failure in the in- 
| dictment to allege any coercion or 


ithe results of coercion on members | 


of the Denver Livestock Exchange,” 
the judge said. Defendants were 
| Armour & Co., Swift & Co., Cudahy 
| Packing Company, Denver Union 
| Stockyards Company, Denver Live- 
|} stock Exchange and 28 other firms 
,and individuals. This is the gov- 


/ernment’s second court rebuff here | 


when it attacked the companies on 
‘similar charges. 


Rasmussen Advanced 


James H. Rasmussen, manager of 
the appliance division of Crosley 
| Corporation, has been named head 
of the company’s operations in do- 
mestic, commercial and government 
automotive products. Mr. Rasmus- 
sen succeeeds Hugh A. Pollock, 
former automotive division head. 


‘Handles Gro-Pup Copy 

| Canadian advertising for Gro- 
| Pup, dog food manufactured by 
|the Kellogg Company, is being 


|handled by the Montreal office of | 


| Kenyon & Eckhardt. 


Joins NATA 

| Reid and Severin, Indianapolis, 
|Ind., has been elected to member- 
ship in the National Association of 
Transportation Advertising, New 
York. 


C’‘MON IN...! 
The Sales are Fine in 


SALESLAND, U.S.A.” 


Masy, * aa 
INGTON AFRO- 
Mir OM, MERICAN 
zd, HE Market 
“Hoy arke 


That busy, prosperous 
area between New York 
and North Carolina — 
3,000,000 Colored pee 
ple create a great me* 
market the s1'7 ot 
Chicago! 


Write for: 


“NEW MARKETS TO CONQUER" 


hould ’ 


—the story every agency and advertis 
read now! 

Here's a story too important to 
8 pages of eye-opening facts abou! this 
great Colored market and a new high 
purchasing power—yours throug! ONE 
group of newspapers at one low 
Write today! 

General Offices , 
628 N. EUTAW ST. + BALTIMORE M 


fro AMERICAN NEWSPAPERS 
Balto. * 


Wash. * Phila. * Newark * Ric 


ss 


MONTREAL 


GIBBONS KN 


TORONTO 


WINNIPEG 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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Private Lines 


Speaking of new money available 
for advertising, one of the large in- 
dependent steel companies is re- 
ported to have allocated $100,000 
for promotion of improved public 
and labor relations, provided the) 
right idea can be found. 
neither the advertising department 
nor the agency has come up with 
anything which appeals to the man- 
agement as promising to get the | 
public really excited about the 
splendid job which the company is 
joing in war production, or the fine 
performance of its workers in turn- 
ing out an average of more than 
100 per cent of theoretical capacity 
week after week. 

Although the idea for a _ public 


ind labor relations campaign has 
not yet reached the natal stage, 


media are being considered to some 
extent even now. Both newspapers 
and radio are in the running. Be- 
cause of the fact that the company 
s not national in scope of distribu- 
tion, local media will probably have 
the call when and if the company 
sees what it believes is a really 
sound idea for selling itself to its 
workers and the public in general. 
ok ok oo 


The advertising campaign which | 
Hart, Schaffner & Marx is running} 
in Army camp newspapers for the) 
purpose of reminding soldiers that 
Private Jonathan Jeep will one day) 
return to civvies, (ADVERTISING AGE, 
Aug. 31), recalls to old timers 
the successful promotion which | 
HS&M conducted “over there” dur-| 
ing the last war. U. S. soldiers in 
France confronted many an outdoor 


So far| 


of the publicity of all departments 
involved, as well as suggesting 
moves by private industry, thus 


eliminating much of the confusion 


in the public mind. 
” ” ca 


Traveling salesmen, who used to |} 


make their day’s phone calls from 
comfortable booths or desks in tele- 
phone offices, must return to the 
corner cigar stores for the duration. 
The telephone companies have re- 
moved many of the instruments in 
public phone booths in their own 
offices for use in the war effort, 
or to reduce the public traffic that 
must be supervised by armed 
guards assigned to protect the vital 
exchange buildings. 
Boy on ~ 

The Department of Commerce's 
bureau of foreign and domestic 
commerce advanced the scheduled 


| date of its exhibit of wartime adver- 


tising several weeks so that visitors 


|could see it before a pass system, 


similar to that in the War, Navy and 
War Production Board offices, is 
instituted. 
a8 OK os 

Add post-war pattern. The Bac- 
ardi and Daiquiri may eclipse the 
Old Fashioned, the Manhattan and 
the Martini on Madison avenue and 
Michigan boulevard if the war lasts 
more than three or four years. 
While distilling of new whiskies will 
end completely by Nov. 1, the War 


|Production Board has just released 
restrictions on the use of mo-| 


all 
lasses in Puerto Rico and the Virgin 
Islands. Otherwise, the molasses 
would have to be thrown away 


Ray-O-Vac Shifts Staff 
Members to Washington 


Clem L. Clardy, assistant to the 
|president of Ray-O-Vac Company, 
Madison, Wis., manufacturer of 
flashlights and flashlight dry cell 
batteries, has been placed in charge 
of the company’s Washington office 
at 313 Southern building, 1425 H 
street, N. W. He will facilitate 
| work with the Army, Navy and 
other departments of war produc- 


tion. Mr. Clardy will be assisted by 
|S. H. Fowlkes, a veteran of the 
organization, who has been in 


Washington for some time. 

Also being transferred to Wash- 
ington are Fred Coleman, who has 
| been district manager in the Ohio- 
Michigan area, and Paul Blizzard, 
Ray -O-Vac_ representative  pre- 
viously located in New York state. 


Joins Maynard Boyce 


| Maynard Boyce, Inc., Los Angeles 
| transportation advertising represen- 
tative, has appointed Arthur D. 
|Duncan, formerly on the staff of 
|Western Advertising, as sales pro- 
|motion manager. 


| Sadler Advanced 


Evelyn Sadler, formerly assistant | 


manager of the classified advertising 
department of the News and Ob- 
server, Raleigh, N. C., has become 
manager of the department, suc- 
ceeding the late John H. Crowell. 


‘Plus’ Bows as Monthly 


Plus, a new monthly magazine for 
bulk distribution to workers in war 
plants, will combine the features of 
general fiction and news publica- 
tions, and will have a strong house 
organ flavor. Backed by Copifyer 
Lithograph Corporation, Cleveland, 
and edited by F. Orlin Tremaine, 


the publication will be sold in bulk| J 


to manufacturers for free distribu- 
tion among employes. For the 
duration, Plus will carry no adver- 
tising. 


Lang Named A. M. 

Mrs. Claire Lang, director of 
fashion and publicity of Franklin 
Simon & Co., has been named ad- 
vertising director to succeed James 
Goold, resigned. She will continue 
her former duties as well. 


Record Guild to Salzman 


H. A. Salzman, Inc., New York, 
has been appointed to direct the 
advertising and publicity for The 
Record Guild of America. News- 
papers, magazines and radio will be 
used. 


Stanley Tobin, formerly publicity 
director of Geyer, Cornell & Newell, 
New York, has joined the public 
relations staff of N. W. Ayer & Son 
in New York. 


WNOX Boosts Power 
Station WNOX, Knoxville, Tenn., 
has increased its power to 10.000 
watts. The station operates on 990 
kilocycles and is an afMfiiate of Co- 
lumbia Broadcasting System. 


Alice Ten Eyck 


Joins American Viscose 

| Alice Ten Eyck has resigned as 
fashion merchandiser of Crown 
|Tested rayon fabrics at J. M. 
Mathes, Inc., to join the advertising 
department of the American Vis- 
cose Corporation, New York. 

| Mrs. Ten Eyck will be in charge 
lof market and promotional work 
for the Crown Tested plan. 


Bowman to Electric Co. 


Cliff Bowman, formerly advertis- 
ing sales manager of Music and 
Rhythm, has joined Guardian Elec- 
tric Mfg. Company, Chicago, as 
advertising manager, taking over 
the advertising duties previously 
handled by F. F. Rowell, Jr., vice- 
president. 


FOR A GOOD 
DAYS WORK IN 


GETA GOOD 
NIGHTS SLEEP AT 
noter Ieennox 


Y Al®-CONDIT) RATES FROM $34 


| 
' Onto 


NEED HELP ON 


display which suggested that after|because of the shipping shortage. 
military service it would be nice to| The molasses will go into the manu- 


Hart, Schaffner & Marx manufac-| shipped to the U. S. as long as the 
ture. The results were fine, judging | shipping situation continues acute. 


| THOSE NEW PROBLEMS? 


get back into an all-wool suit of) facture of rum, which may not be | 


by the huge number of favorable 
comments received at that time. 
The company has, of course, con- 
sidered this idea for the present 
emergency, but Uncle Sam’s dough- 
boys, instead of being concentrated 
in the AEF in France, are now scat- 
tered from hell to breakfast. Ob- 
viously it would be difficult if not 
impossible to locate facilities for 
posting HS&M messages all the way 


from Iceland to India, and from 
Egypt to Australia. The present 


campaign 
best thing. 


is regarded as the next 


oF i 


The first major information prob- 
lem to be tackled by Ken Dyke’s 
OWI Bureau of Campaigns will be 
the broad one of fuel. He will pre- 
pare a master plan for educating the 
public in each region on the facts 
of the fuel oil shortage, on conver- 
sion to coal, and on conservation 
steps, such as insulation. This plan 
will utilize all media channels and 
coordinate the direction and timing 


NOW WITH 
ST. LOUIS 


|The rum can be stored in the 

ee, STE, Se Se ae. routine of your job has undoubtedly 
| Don’t worry about a liquor short- been very much upset. Product limi- 
age in the meanwhile, however. : 


| The WPB reports that supplies on 
hand in warehouses aggregate 550,- 
/000,000 gallons, enough for four or 
five years at the present rate of 
consumption. 


oa 
| 


Those few landlords who place 
|“Apartment—For Rent” ads in the 
classified columns of Washington 
‘newspapers have no doubt of the 
power of advertising. Apartment 
{hunters wait outside newspaper 
|plants for the first editions, then 
hop cabs to the most likely ad- 
dresses, cash in hand. Some adver- 
tisers flatly demand one year’s rent | 
in advance. 

* * a | 


business. 


The figures on how many people 
are needed on the home front to'| 
|produce what fighting men need to} 
eat, use, fight with and wear, have | 
been whittled down considerably by | 
|Gen. Lewis B. Hershey, director of | 
selective service. While it used to| 
be fashionable to talk of 16-to-18 
men behind each man behind a gun, 
Gen. Hershey now sets the figure at | 
|“‘at least five men or women.” 


| aera | 
Buxton Offers Dealers 
Ad Tie-In Calendar Pad 


Buxton, Inc., Springfield, Mass., 
lis offering to dealers a series of | 
counter and window display cards 
tying in with its national advertis- 
ling. Keynote of the showcards is 
i*Here is the Buxton merchandise 
you saw advertised in ————,”’ fol- 
lowed by the date and magazine in 
which Buxton’s current ad is ap- 


In just a few short months the calm 


tations made necessary by the war 
emergency have developed an en- 
tirely new set of problems for every- 
ors one in the advertising, merchandis- 


ing or other creative departments of 


“A ‘Technique for Producing Ideas” 
is a made-to-order solution for such 
problems. It is dynamic and stimu- 
lating and does just what it says it 
does. You can read it in half an hour 


but you'll remember it for years. 


James W. Young, the author, has 
been for thirty years one of the 
brightest stars in the advertising 
firmament. 


His clear thinking, his brilliant ad- 
vertising and merchandising cam- 
paigns and his constant study of 
successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- 
nique for developing new ideas, 
ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 
for all their executives and represen- 
tatives. ‘Those who buy almost in- 
variably order additional copies for 


friends and associates. Be sure to 


| pearing. 
| Each pad has 21 display cards, 


| measuring 20 by three and one-half YOUR 
inches, one to meet each ad on the RD COPY 
Buxton schedule throughout the 


remainder of the year. J. Walter 
Thompson Company is the Buxton 
agency. 


NOW 


Postpaid $1 


get yours before the limited edition 
is exhausted. The price is only $1.00 
postpaid. Five per cent discount for 


five copies or more. 


| Bowes to WPB 

Frederick Bowes, Jr., manager of 
advertising and publicity of Pitney- 
Bowes Postage Meter Company, has 
resigned to join the executive staff 
of the New England regional office 
of the War Production Board at 
Boston. Mr. Bowes will serve in a 
liaison capacity for the WPB with 
| the New England regional director | 
\of the Office of War Information. | 


100 E. OHIO STREET 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


CHICAGO, ILL. 
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1942 


‘Community Fund’ 
Plan Provides for 


War Bond Campaign 


Cleveland Speeds Up 
Promotion; Treasury 
Praises San Diego 


Cleveland, Sept. 
highly-successful copy from the 
Cincinnati campaign, and _ after 
using a one-time solicitation plan 
for promotional funds, Cleveland 
stepped up the pace this week of its 
own war bond campaign. 

Credit for originating the nation’s 
first Community Fund drive for 
charitable funds goes to Cleveland, 
and officials decided on a similar 
one-time plan of raising money for 
a sustained advertising and promo- 
tional war bond drive. 

The Greater Cleveland war sav- 
ings committee, charged with the 
task of meeting a $15,000,000-per- 
month quota of war bonds and 
stamps, called for assistance from 
the Cleveland Advertising Club, 
which had set up a war efforts 
committee headed by Sterling Gra- 
ham, former club president. A sub- 
committee, with Harry Windsor as 
chairman, pitched into the drive to 
raise the necessary’ promotional 
funds. 


3. — Adapting 


Industry Favors Plan 


All media were asked to do the 
solicitation work on a_ one-time 
basis, and local selling forces found 
the city’s business men eager to 
substitute this system for a haphaz- 
ard call-and-call-again plan. Fuller 
& Smith & Ross was named to 
handle details of the program, and 
three space buyers were selected to 
set up the schedules, William Staab 
of that agency, R. H. Klagstad of 
McCann-Erickson and Straud Galey 
of the Griswold-Eshleman Com- 
pany. 

The fund-raising campaign 
brought in approximately $100,000, 
including returns from a direct mail 


drive, representing the results of | Successively 


contacting more than 800 compa- 
nies. The money was allotted to the 
various media in equitable fashion, 
in line with the job to be done. 

The program, which was launched 
Aug. 1, is scheduled to run through 
the remainder of the year. It calls 
for two ads of 6-column by 300 line 
size each week on a_ staggered 
schedule in each of the three Cleve- 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Propitably 


Created and Produced 
Dealer Help Campaigns 
Automobile Owner Lists 
Rated Consumer Lists 
Addressing and Imprinting 
Contest Judging 
Premium Mailings 
Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corperation 

350 E. 22nd St. Chicago, Ill. 

305 E. 45th St. New Yerk City 

727 Venice Blvd., Los Angeles, Cal. 


Direct Mail Advertising 


‘land dailies — the News, Plain) 

Dealer and Press—and ads in the 

two labor weeklies, Cleveland Citi- 
zen and Union Leader each week. 

To Increase Radio 

Radio promoticn is being stepped 

up to include daily mention of bond 


sales. Up to now, half-hour pro-| 
|grams weekly, all on Saturday | 
nights, have been staggered be- 


tween WHK, WTAM and WGAR.| 
The Saturday night program fea-| 
;tures an orchestra from Camp | 
|Perry, which travels 86 miles into | 
| Cleveland each week for the broad- | 
‘cast. It also offers a 60-voice “Vic- 
tory Chorus” from the American 
Institute of Banking. 

The Central Outdoor Advertising 
Company is promoting the drive 
with a continuous one-half showing. 
Street car advertising consists of a 
one-half run inside and a dash card 
one week per month. 

In preparing the newspaper copy, 
those in charge are making use 
of Treasury Department material, 
original copy ideas, and material 
from the campaigns of other cities. 
To date nearly all of the copy has 
been borrowed from the Cincinnati 
campaign (exemples of which were 
shown in ADVERTISING AGE July 20) 
and localized to meet the Cleveland 
needs. 


TREASURY PRAISES 
SAN DIEGO DRIVE 


ADVERTISING AGE 


QUIET, PLEASE 


SH-H-H- 


ALLIS-CHALMERS 
WAR WORKER SLEEPING HERE 


v 


Noise-makers pay attention to this six- 
color poster designed and produced for 
Allis-Chalmers Mfg. Co., by Milprint, 
Inc. Every Allis-Chalmers worker was 
given a poster to hang in his window. 


‘Cookie Brigade’ 
Theme to Spark 
Extract Campaign 


Boston, Sept. 2.—Joseph Burnett 


San Diego, Cal., Sept. 2.—The 
|city’s top-flight advertising men} 
| were given full credit this week for 
helping San Diego city and county 
| attain or exceed their war bond and | 
stamp quotas for the four months 
| through July. 

| The admen stepped into the pic- 
ture at the invitation of the San 
Diego County war savings commit- | 
tee when sales began tapering off 
| early in the year. G. H. Whitney, 
department store owner who heads 
| the committee, wanted ideas and 
action—and he got them. The sales 
lag was overcome within a month. 

| The whole organization swung 


‘into action in April with an aggres- | 
slogan: | 
| “Roll Out Your Dollars—Buy a War | 


|sive drive keyed to the 
Bond Every Month!” This was fol- 
lowed in May by a “Give a Minute 
|to the Minute Man” campaign. 
the committee sup- 
|ported the Retailers - for - Victory 
movement and the 10-per-cent-of- 
}earnings plan. 

Among the records set, besides 
the stepped-up purchases month- 
by-month, were attainment of the 
July quota of more than $3,000,000, 


goal reached by Rohr Aircraft Cor- 
| poration employes. 
hours, they were enrolled 100 per 
12 per cent of the plant’s total pay- 
roll tabbed for bond investment. 
The advertising and _ publicity 
committee which won the commen- 


resentatives is directed by Norman 
R. Barnes, San Diego manager of 
Barnes-Chase Company, and_in- 
cludes Charles Irwin, 
manager of the Marston Company; 


Company, Advertising: W. H. Pat- 
ten and Gerald F. Champ, of Patten 
& Champ, Advertising; Forrest Ray- 
mond, public relations executive of 
the San Diego Gas & Electric Com- 
pany; Norman W. Tolle, president 
|of Norman W. Tolle and Associates, 
land Robert Gracemill and James 
Hurley, advertising counselors. 


Edmiston Joins Miller 


Mrs. W. C. Edmiston has been 
appointed assistant manager for the 
Bar-B-Kubes dog food division of 
Miller Cereal Mills, Omaha. Mrs 
Edmiston will direct bulk sales to 
kennels, as well serve con- 
sultant on dog-raising problems 
She will be featured in a series of 
advertisements offering advice to 
the public, with suggestions on 
proper handling, feeding and care 
of house pets. 


as as 


CCNY Offers Ad Course 
The College of the City of New 
York will offer this fall an evening 
course in advertising production 
covering typography, letterpress, 


lithography, and gravure. Special 
attention will be given the use of 
plastic printing plates and other 


emergency production procedures. 


biggest yet given the area, and a| 


cent as regular bond buyers, with | 


dation of Treasury Department rep-| 


advertising | 


W. L. Phillips, president of Phillips | 


Company will launch a fall cam- 
paign for its extracts this month 
with an appropriation said to be} 
double last year’s. Ads are sched- 
uled to appear in Good Housekeep- 
ing, Ladies’ Home Journal, McCall's, | 
and Woman’s Home Companion, as 
well as Christian Science Monitor. 

In addition, there will be inser- 
tions in American Cookery, New 
England Market & Grocery Maga- 
zine, Progressive Grocer and Super 
Market Merchandising. Copy will 
tie in with the “cookie brigade,” a 
group organized by California wo- 
men recently to bake cookies and 
other sweets for men in Army 
camps, and will offer a booklet en- 
titled “Cookies for Rookies.” 

Burnett salesmen on the West 
Coast first sensed the promotional 
possibilities of the “cookie bakers” 
and offered to print leaflets pub- 
licizing activities of the brigade in 
return for plugging their extracts. 
Grocers have also given advertising 
space in newspapers and featured 
point-of-sale displays tying in with 
various related products such as 
molasses, raisins, peanuts, baking 
| powder, etc. 

H. B. Humphrey Company is the 
agency. 


In less than 48) 


OPA Adjusts Candy 
Manufacturers’ Prices 


To help them meet increased 
costs, the OPA last week announced 
a new price formula for candy 
manufacturers and said it would 
issue later an order covering prices 
of wholesalers and retailers. 

The manufacturers’ price ceiling 
is to be based on costs of ingredi- 
ents, packaging materials, and labor 
computed at March, 1942, replace- 
ment costs plus the average margin 
|recorded by the candy maker be- 
tween April 1, 1941, and March 31 
of this year. 


Rodenburg Resigns 

Irving S. 
manager 
stores in 
resigned, 


Rodenburg advertising 
of Sears, Roebuck & Co. 
Rochester, N. Y., has 


a 


September 7, 


The rates for this department are 

“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 

All other classifications (single in 
$4.75 per inch. 


lve vtisi 
Market Place 


= EeEo—ee=e60c_0<—_—505_5Q5Q$530”¢0owo——_———_— 


Wanted,” 
30 cents a line, 


as follows: 
“Representatives Wanted,” and 
minimun charge $1. Ter: 


sertion rates): % in., $2.75; 1 to 3 iy 


_ HELP WANTED 
Ambitious Magazine Space Salesman. 


State experience, draft status, ete 
Box 3787, ADVERTISING AGE, Chgo. 
Secretary and assistant to business 


paper editor; familiar with mechanics 
of getting out a paper; proofreading; 
some writing. 
ences, salary in reply. 
Box 3789, ADVERTISING AGE, Chgo. 
POSITIONS WANTED 
DEAR SANTA CLAUS: 


Please forward this to some alert Chi- | 


cago or N. Y. Adv. Agency. Tell them 
I'm green as hell as far as Agency 
exp. goes, but for 10 yrs. my copy has 
been profitably moving merchandise 
for a lot of “local” advertisers. Tell 
them if they believe that good copy 
appeals to the emotions. . 
to add to their laurels as 
runs up new talent and develops 
into 4-star material... 
to risk a few chips on me now. With 
a little seasoning under their expert 
guidance I'm a good bet to produce 
a million dollars worth of good sell- 
ing copy and ideas for a mere $4,000 
per year. To prove I am sure that I 
can do it am willing to quit a good 
job that’s mine as long as I want it 
to concentrate on what I know 
like best. COPYWRITING. 
married, male, 3 kids, draft 3-A. 
department and other retail store 


a firm that 
it 


Give experience, refer- | 


. and want) 


they'll do well | 


and | 


mer. Also 
exec. exp. 


gent and 


newspaper 
Ex-bosses say 
a Go-do’er. But 
human nature” with plenty of cur 
|osity about advertising and how 
|make it pull better probably fits 1 
best. For a personal interview t« 
them to write now to— 

Box 3788, ADVERTISING AGE, Che 
Space Salesman Available —S8 yea 
|}experience selling trade paper spa 

| — Sold direct mail — Draft exempt 

| College graduate—Plenty of rubbe 
| Box 3776, ADVERTISING AGE, Chg 
| SPACE BUYER and CONTACT MA\s 


display a 
I'm intel] 
“student 


Sold 350,000 new business for 
agency. Ranked among leading g 
|}getters of Collier Organization f: 


|ten years. Now have three weekli: 
j}humming, but want to get back int 
an agency. ies 
Box 3773, ADVERTISING AGE, N 
MISCELLANEOUS 
ATTENTION PUBLICITY MEN! 
WANTED 


suitable pictures for release in ney 
picture mat service to weekly paper 
100 or more clippings will be fu 
nished. No charge. Only a _ limite 
number of photos can be handled—! 
come Ist served, Write today for f 
details without obligation. 

| Box 3785, ADVERTISING AGE, Che 


Prevention of 
Accidents Is Aim 
of WGRC Show 


Louisville, Ky., Sept. 3.—Station 
WGRC, Louisville Mutual outlet, 
was credited this week with adding 
to radio’s ever-increasing part 
the war effort by developing a new 
safety promotion program which is 
being piped into many war plants 
and tuned in by radio in others. 

After a survey established that 
the most popular listening time for 
war workers was during their lunch 
hour, the station undertook building 
a program which would embody 
speeches on industrial safety as well 
as provide entertainment. While 
many plants had installed public 
address systems and were offering 
recorded music interspersed with 
safety talks, safety directors often 
felt that they lacked experience in 
building programs with good enter- 
tainment value. 

Starting Aug. 3, WGRC broadcast 
the first of a series of daily quarter- 
hour programs from 12:15 to 12:30 
p. m., sponsored by the Louisville 
Refining Company. Since then spon- 
sorship of the program, called 
“Manpower,” has been taken over 


by Superior Petroleum Company, 
which is headed by Gen. J. Fred 
Miles, head of the Kentucky! 
Colonels. 


Follows Newscast 


The program is preceded by a 
quarter-hour of news, also made 
available to the workers through 
radios and p. a. systems, and the 
show is spiced by having workers 
who have contributed to safety 
efforts of various plants step up to 
the microphone. Arrangements for 
the “plant listening’ were made by 


in| 


F. W. Rodenheber, chairman of the 
Kentucky National Committee for 
the Conservation of Manpower in 
Defense Industries. 

The plan, believed to be the first 
of its kind in the country, is being 
made available for other areas 
through the Louisville Safety Coun- 
cil. 

M. R. Kopmeyer 
Agency, Louisville, supervises 
program. 


Advertising 
the 


To Make Batteries 
for Replacement 


Amory Houghton, retiring direc- 
tor general for operations of the 
WPB, has approved a program for 
production of the minimum number 
of storage batteries necessary for 
replacement in passenger Cars, 
trucks, buses and other vehicles for 
the remainder of this year. 

Battery users will be required to 
turn in their old batteries for scrap 
when buying replacements. The 
number of stock sizes of batteries 
will be reduced from approximately 


100 to 17 when standards outlined y 
in the order go into effect on li 
Sept. 30. r 
ecmmamenseieonas P 
: T 
Joins Chester Paper ti 
C. L. Eanes has resigned as ad- 
vertising manager for Albuquerque, M 
N. M., newspapers to join the Times, T 


Chester, Pa., in the same capacity 


EVENING COURSES |, 

IN MARKETING C 
For men and women desiring profess C 
training on the college level. Complete 4 _ 
program or single subjects 


@ Advertising Procedure 
@ Principles of Marketing 
@ Retail Store Management 
@ Sales and Sales Admin. 
Classes Start September 22 
REGISTER NOW! 


417 NORTH STATE + CHICAGO, ILLINOIS - SUPERIOR 6716-7-8- 
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| meeting, The pena Hot Vv H tipulates 

Ghost Plant’ fo MERA a | Coming — Si at se... 
Inventory Control Plan Cheesebrough Mfg. Company, 
| Oct. 3-4. Mail Advertising Serv-| New York, and McCann-Erickson, 


Tank Arsenal in 5 


Washington, D. C., Sept. 4—) 
Chairman Donald M. Nelson today 
announced that the WPB has ap- 


Conventions 


ice Association, second war confer- 
ence, Hotel Statler, Detroit. 


its advertising agency, have stipu- 
lated with the Federal Trade Com- 
mission that they will discontinue 


proved a plan to regulate inven- Oct. 5-6. Boston Conference On representing that Vaseline hair 

tories of finished civilian goods in Sept. 15-16. National Publishers Distribution, annual meeting, Hotel| tonic prevents or tends to prevent 

on S, Opy ays the hands of wholesalers and re- Aesesintion onnunh meeting, Sky- Statler, Boston. recurrence of dandruff scales: that 

tailers. 5 ' it affects the cause of dry scalp or 

; Designed to aid equitable dis-|toP Lodge, Skytop, Pa. Oct. 12-13. Newspaper Advertis- that it goes to the tect of ary he 
(Continued from Page 1) : . : i ‘ y sci 


July 13, 1941, the first tank rolled 
off the production line and passed 


tribution of goods, the program will 
require quarterly inventory and 
sales reports, accompanied by state- | 


Sept. 14-16. Insurance Advertis- 
ing Conference, annual meeting, | 


ing Executives Association, fall con- 
ference, Blackstone Hotel, Chicago. 


trouble. 


Hartford Agency Moves 


every test, and today that plant ments of “normal” inventories, fol- | Hotel Roosevelt, New York. Oct. 12-14. American Photo-En- B. A. Morency Advertising 

- ts. a) . . ioe ’ , re . ° ‘ ie avere sencinti . ‘ m . #4. Pe > ae. »rtising 

the only plant in Illino‘s delivering lowed by formal control and en | Sept. 17-19. Advertising Typog-/gravers Association, annual conven-| agency has moved from 49 Pearl 
forcement orders when distributors eC eq |tion, Netherland Plaza Hotel. Cin- |.e0e, OSS AO. ‘ 

tanks—turns out a trainload of the! ¢aj) to achieve sufficient progress raphers Association of America,| ¥on, + . am eae street to 16 Griswold street, Hart- 

squat destroyers every day! 0 arily h ‘as devel-|annual convention, Hotel Statler, | ¢innati. ford, Conn. Mr. Morency, manager 

3 & voluntarily. The plan was devel-| t ti - i semen Boor as sr} 

eg ; aie: deere : sient els > agency, has been : inte 

_ Aimed Out of Groove oped after six weeks of conferences | Cleveland. October 15. Audit Bureau of/°4:-°° 28en° . x Ppointe 


| with more than 200 manufacturers 
and merchants 
country. 


1942 Advertisers in 
‘Hospital Management 


FRANKLIN C. HOLLISTER CO. 
HOSPITAL INDUSTRIES ASSN. 
HUNTINGTON LABORATORIES 


HUSSMANN-LIGONIER—ALLIED 
STORE UTILITIES CO. 


editor of “Knights of the Highway” 
published by Local 671, Hartford 
truck drivers’ union. 


Sept. 28-29. Southern Newspaper Circulations, annual meeting, Pal- 


the “ei ‘ 
, Publishers Association, annual, mer House, Chicago. 


The occasion for release of the 
ivertisement was the announce- 
ment that the company hee re- 
ceive the Army-Navy ’ award. | 
Wishing to avoid the stereotyped | 
reproduction of the letter of an- 
nouncement which has characterized 
so many ads, the company sought 
. ) portray something of the amazing | 
x iga of American ingenuity gs 
snabied an industrial ruin to 
transformed into an arsenal. 
ie Because of the “E” award, the | 


headline reads “Earned by Every | 
Employee of Chicago’s Only Tani ABBOTT LABORATORIES 
A. S. ALOE COMPANY 


Arsenal.” The two-line headline is 
separated by a reproduction of the 

AMERICAN HOSPITAL SUPPLY 
CORP. 


“E” pin which is awarded to work- 
AMERICAN RADIATOR & STAND- 


throughout 


OHIO CHEMICAL & MFG. CO. 
PACIFIC MILLS 

PARKE, DAVIS & COMPANY 

A. IVAN PELTER & ASSOCIATES 
PHYSICIAN'S RECORD COMPANY 
ALBERT PICK CO., INC. 

PROCTER & GAMBLE 

RALSTON PURINA COMPANY 
THE REFINITE CORP. 

ROSEMARY, INC. 


ers. 

The copy appears in the Chicago | 
Daily News, Herald - American, 
1 Journal of Commerce, Sun, Times 
and Tribune, the Hammond Times 


eee , ARD SANITARY CORP. 
a> Gam be oe Bow Von nom, prraon~irbmteeeasenn WILL ROSS, INC. 
a Herald Tribune, Journal, Times and| AMERICAN STERILIZER CO. INTERNATIONAL NICKEL CO. 
= Wall Street Journal, as well as the SALVUS PRODUCTS, INC. 
lg Pittsburgh Post-Gazette, Press and| ARMOUR AND COMPANY JARVIS & JARVIS, INC. JOHN SEXTON & CO 
ee 1,200-line space was BAKER ICE MACHINE CO. JOHNSON & JOHNSON 
first Q soriiieaaiiate THE SILEX COMPANY 
eing gency Cramm n BARD-PARKER COMPANY, INC. LEHN & FINK PRODUCTS CORP 
inte McJunkin Advertising Company, r SIMMONS COMPANY 
_ Chicago, oe ~~ Pager = THE BASSICK COMPANY LEWIS MFG. COMPANY— J. SKLAR MFG. CO 
; “ec e ressea stee ar accoun ® ° ° 
sing and this copy was the first it has|BECTON, DICKINSON & CO. BAUER & BLACK cilia, tile a am 
os ‘epared for the company. ‘ . 
Only Tuesday did the company|$. BLICKMAN, INC. ELI LILLY AND COMPANY prscesiondapneg 
learn that it had b amed to - e 
receive the “E” award. Then agency |G. A. BRAUN, INC.—THE THE LINDE AIR PRODUCTS CO. papi 
copy and layout , plus a space » Re 
7 haper, went to the Mapewisch plant. PROSPERITY CO., INC. LUSE-STEVENSON CO. ctsiuen aienintingon 
— Pictures were selected and the lay- . 
the ot wes made on the spot. Teale ee ONS. McGRAW ELECTRIC COMPANY ainenes 
— ace mt ked his rat STEWART-WARNER CORP. 
mer if books. A Wednesday night plane| ARROM INDUSTRIES MACALASTER BICKNELL CO. re sonia 
ars, carried mats of the ad t for Fri- RE-FIT PRODUCTS CO. 
stor [| day's papers. = SSC«Y WULMOT CASTLE COMPANY MALLINCKRODT CHEMICAL a 
ed to 
scrap | Ruppel Leaves CBS SWARTZBAUGH MFG. CO. 
ane tor Coawell- Colter CHICAGO DIETETIC SUPPLY MASSILLON RUBBER COMPANY 
rately Louis Ruppel, for the past three HOUSE, INC. MEINECKE & CO., INC. THERMO CUBER CO., INC. 
inec years blicity director of t o- 
ne’ [ limbia Broadcasting. System, has| CITRUS CONCENTRATES, INC. THE MENNEN COMPANY TROY LAUNDRY MACHINERY 
Sei tes tasltaaaer on aaukenent te COLTS PATENT FIRE ARMS DIVISION—AMERICAN MA- 
Thomas H. Beck, president. He will MERCK & CO., INC. CHINE & METALS, INC. 
take up his new duties Oct 1. | | MNS. SO. MER-KIL CHEMICAL PRODUCTS CO 
ade Before going to CBS ? ) - * ’ 
ws o-  uns mamnaing olor of the Chicago CONSOLIDATED LABORATORIES COTES StAtes GUeeeR CO 
rines, { Times. He is a native New Yorker. WM. S. MERRELL CO. U. S. SLICING MACHINE CO. 
sacit) ———— CRESCENT SURGICAL SALES CO. siaciaie alee eile es 7 
To ‘Chai , AL PRODUCTS HN VAN RANGE CO. 
Fone ain Store Age in CUTTER LABORATORIES 
ns aiieaetiedar aebadinaes “ot the | an ae MILWAUKEE LACE PAPER CO. WESTINGHOUSE X-RAY DIVISION 
Chic i ” as joi » RK. ' . 
inauts chant tha Me ken NEW YORK MEDICAL EXCHANGE YORK ICE MACHINERY CORP. 


DAVIS & GECK, INC. 
R. B. DAVIS COMPANY 


(COCOMALT) 


J. A. DEKNATEL & SON, INC. 
DEVOE & RAYNOLDS CO., INC. 
A. W. DIACK 

ELKAY MFG. CO. 

J. H. EMERSON COMPANY 
EVEREST & JENNINGS 

FAULTLESS CASTER CORP. 
FINNELL SYSTEM, INC. 

GENERAL ELECTRIC X-RAY CORP. 
GLASS COFFEE BREWER CORP. 
GOODALL DECORATIVE FABRICS 
-HANOVIA CHEMICAL & MFG. CO. 
HOFFMANN-LA ROCHE, INC. 


* 


During 


1941 


more net paid subscribers, more new adver- 


Hospital Management gained 


tising accounts, more pages of advertising 


than all other hospital publications combined! 


In Cleveland 
THE HOLLENDEN 
In Columbus 
THE NEIL HOUSE 
In Akron 
THE MAYFLOWER 
In Lancaster, O. 
THE LANCASTER 
In Corning, N. Y. 
THE BARON STEUBEN 


THED Dei ATT PRESIDENT 
€ ,reo 


HOSPITAL MANAGEMENT 


The only hospital publication which is a member 
of the ABC and the ABP. 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 
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Advertising Gets 
Workers; Market 
Influences Shown = xowor sa ig yee 


Portland, Ore., Sept. 3—An inter-| Oregon Journal. The copy bore the 
esting case history of the ability of|\ dominant heading: “2,000 Men 
advertising to attract wartime work-| Needed for Vital War Construction 
ers— which incidentally sheds a | Project.” It continued: “You can 
good deal of light on the war! go to work immediately, earning 
worker market in the Pacific North-| $60 to $94 a week.” Then the text 
west—was revealed this week as a|stated clearly in large black type: 
construction company solved the! “Carpenters can earn $86 to $94 a 
problem of getting workers when) week; general workmen can earn 
none were apparently to be had. $60 to $66 a week.” It also stated 

The Ross B. Hammond Construc-| where and how to apply and added 
tion Company, Portland, received a|that men now employed in war 
contract to erect 300 buildings) industries would not be considered. 
which will provide 2,000 living units} The same copy was repeated in 
for war workers in the St. Johns| the next morning’s edition of the | 
district. These workers, both| Oregonian. These two initial ads 
skilled and unskilled, were needed! probably reached 94 per cent of the | 
immediately. The company checked | homes in Portland. | 
and rechecked the federal employ-| One hundred-word radio spots 


| Was able to provide labor from | 
| their registered lists. 
So the company resorted to dis-| 


|play advertising. 
Plays Up Money 


days. By the third day the re- 


i ne wage | 
| ment service and the building) were used and the newspaper ads ployment Service, and 9 per cent) 
trades unions for men, but neither| were repeated for three consecutive | from unidentified sources. 


2. Where did you live before this | 


sponse was so overwhelming that | job? Seventy-three per cent are} 


the campaign was halted. 
hundred men had applied for posi- 
tions. 


Questionnaires Issued 


The company immediately circu- 
lated questionnaires asking where 
the workers had come from, their 
previous occupation and why they 
were not listed by established agen- 
cies. 

Questionnaires were completed by 
427 workers, of whom 289 were car- 
penters and 138 were laborers, 
considered an adequate cross-sec- 
tion of the whole. Here are the 
answers: 

1. How did you learn of this 
job? Fifty per cent of the new 
employes learned of the opening 


Fifteen | from the immediate Portland area. | 


3. What did you do before this| 


_job? Eighteen and one-half per} 
'cent had not previously been doing | 


Sgt 
'this type of work. This group made | Nutrition Program 


from advertising; 26 per cent) 


learned of it through friends, prob- 
ably most of whom had also heard 
the advertising; 15 per cent learned 


up of those who were unemployed, | 
4 per cent; students, 5.9 per cent; | 
salesmen, 2.7 per cent and office | 
workers, 5.9 per cent. A majority 
of 66 per cent had previously been 
employed as skilled workers. Four- 
teen and eight tenths per cent had 
been doing general labor. 


4. Did you leave another job to) 


take this one? Only 35 per cent 
of the men left jobs they consid- 
ered to be regular. Of these 29 per 
cent had been employed in war 
industry. 


Changes Subsidiary Name 


United States Steel Corporation 
has changed the name of its new 
subsidiary, Tubular Products, Inc., 


of it from the United States Em-|to Tubular Alloy Steel Corporation. 


San Francisco signs up 
onthe new KGO © 


...here are a few of the new 
_ Signups since February 


ee 


In May, Walter Guild, account ex., 
Sidney Garfinkel Agency, signed for 
a 14 hour KGO live-talent show for 
the Remar Baking Co. Last month 
Remar had their biggest month in 
history... with much credit to their 
KGO show. This is just one of many 
new locally-produced KGO shows. 


Vice-president Lou A. Humason 
signs up for the second 26 weeks of 
“Let there be Music”... a half hour 
local dramatic show produced for the 
Meyenberg Milk Products Co. This 
again indicates the high regard of 
local advertisers for the new KGO. 
Keep posted on the new KGO. 


Actual sales results won a 13 week 
renewal of a 7 a.m. KGO newscast. 
Hassel Smith, account ex., Botsford, 
Constantine & Gardner signs the re- 
newal for Foreman & Clark, men’s 
clothiers. (KGO still has several fine 
news availabilities. Compare them 
with other San Francisco stations.) 


M. E. Silva of the Sonoma-Marin 
Dairy signs over his whole radio ad- 
vertising budget to the new KGO. 
This is one of the largest spot cam- 


paigns ever placed on a San Francisco 
station. Already sales results are justi- 
fying this decision. Another local 
success on the new KGO. 


SS 
Benjamin Zukor, president of Zukor's 
Dress Shops was one of the first local 
advertisers to join the new KGO. 
Since then, Mr. Zukor has renewed 
his 15 minute, 5 day a week program 
—. time. This is another locally- 
produced program. Results count... 
you get results on the new KGO. 


Six weeks ago R. C. Tonkin, Pacific 
Coast Manager, P. Lorillard Co. 
makers of Sensation Cigarettes, signed 
a 13 week contract for KGO's popu- 
lar 11 p. m. newscast. Already Mr. 
Tonkin is renewing for an additional 
13 weeks. You, too, will find the best 
news buys on the new KGO. 


810 KCYLS + 7500 WATTS 


These sign-ups tell of a few local successes on the new KGO. May we suggest that 


you let your Blue Spot Representative bring you up to date on the new KGO? 


a Staion for Northern California 


——— 


Represented Nationally by Blue Spot Sales Offices 
NEW YORK - CHICAGO - DETROIT - HOLLYWOOD - SAN FRANCISCO 


we Sati or ea 


Home Economist 
Key of Magazine's 


Chicago, Sept. 2—A new 
comprehensive nutrition prograr 
_—keyed for home economists w 
will play an important advisor, 
‘role in the nutrition effort—will be 
inaugurated in the September issue 
|of What’s New in Home Economi: 

The key to the magazine’s promvo- 
tion is the bloc of over 100,000 home 
economists in the nation. House- 
| wives learned to look to home econ- 
omists for advice on proper prepa- 
‘ration and menu-planning long 
|before the nutrition program got 
under way, and it is natural, the 
|magazine feels, that in time of 
unusual stress the housewife will 
not only continue to seek the home 
economists’ advice, but will use it 
in ever-increasing measure. 


Many Home Contacts 


The two chief media by which the 
home economist reaches the home 
food market are through high 
schools (2,489,424 students) and 
through home economics extension, 
which reaches’ 1,884,892 home- 
makers. Added to these methods of 
reaching the market are the home 
economics departments of colleges 
land universities, 4-H clubs, Red 
|Cross nutrition classes, public utility 
| cooking schools, nutrition groups 
|organized under the Federal Secur- 
|ity Administration and OCD, and 
homemakers’ editions of newspa- 
pers, magazines and radio. 

Extensively blessed by govern- 
ment officials and scientists in offi- 
cial and quasi-official agencies, the 
program embraces a five-step food 
and nutrition plan: teaching what 
to eat and why; teaching how to 
buy food wisely; teaching how to 
store food properly; teaching how 
to prepare and cook food nutri- 
tiously, and teaching how to serve 
food appetizingly. 


Will Discuss Separate Groups 


In each of 10 issues, the magazine 
will discuss and present its five-step 
plan as applied to one food group, 
taken each month from a national 
|food chart. Bread, cereals and flour 
| will be presented in the September 
issue, and the series will end with 
the green or yellow leafy vegetables 
group in the June, 1943, issue. 

Each issue will give home econo- 
mists concrete assistance in putting 
the What’s New in Home Economics 
plan into effect by providing dem- 
onstration ideas, broadcasting hints, 
tips for the food page, and ideas for 
adult education group meetings for 
each group-of-the-month. 


Gets Fair Account 


Bert Nevins Associates, New 


York, has been appointed to direct 
promotion for the New Jersey State 
| Fair to be held Sept. 27 to Oct. 3 


¥ 


Collins, Miller & Hutchings 


¥ 


Photo-engravers in Chicago 


¥ 


207 North Michigan Avenvé 


rani 884 
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NEW 'PACKAGES' FOR RIBBON BOWS 
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WIN WAR POSTER CONTEST AWARDS 


DOMINANCE 


Zot 
of 
vill 
me 
It TUE BEER Fay y : 
MILWAUKEE 4 ssimiee 
el | 
me 
igh , ——- ; Shown at the top above is the first prize winner in th fessional artists’ 
ne ia tot & p st prize winner in the professional artists 
and peg aeaie spas alae to “3 > group, in the war poster contest sponsored by the Art Directors Club of Los 
ion, a “te , ——— Schlitz Brewing Co. The painted dis. Angeles. Ren Wicks is the artist. Below is the poster submitted by Art H. 
me- ene . Starr, winner in the art school, trade school and college class. Total pri f 
" . : 100 ft. ; d ¢ th ‘. . . 3 2 a oe © 
s of be full-color ne — ge for Stark —_ — oe Cm wy of te aa te ad oo $525 in war bonds were contributed by the Aircraft War Production Council. 
me orbes Lithograp ©. to feature the armed services along with pre-tie d § the bi tin the U. § 
ribbon bows for the girls. ee er a 
Pes McJunkin Advertising Co., Chicago, is 
Red 


the agency. 
— - OLD DODGE TECHNIQUE—AND NEW SUN CARDBOARD ‘COMPRESSOR’ DOES THE JOB 


and IF YOU MUST TALK. . 


Spa- 4 a 
meAlR POWER...for Armed M 
ve TALK ABOUT GOOD FOODS! | VER...for Armed Might} 
offi- . — _ OS a Lo —— 
the Pig!” 7 a Soe de ‘ ee | x a a? a — 
food 4 ' ee Mee x x ‘ * 
what 
Vv to 
w to 
how 
utri- 
serve /@ 
Reminiscent of short word copy on a blue background—as used many years ago 
azine by the Dodge Brothers—is the similar series of outdoor posters being used by! 
-step the Chicago Sun in the Chicago metropolitan area. Three messages are em- 
roup, ployed, "The Truth," "The Whole Truth,’ and "Nothing But the Truth.” 
. , s B i 
fou ANNOUNCING NEW JUSTRITE INK Justa little r. 
. ff . 
— | .. but what a difference! 
with 
tables 
California Conserving Co. adds its ad- 
anim monition against loose talk with large- 
ve “lt space color ads in 174 Western news- 
utting papers. Black-and-white copy is to fol- Chicago Pneumatic Tool Co. had no finished stock on hand to show its newest 
jomnucs low. The drive is the largest ever under- type air compressor, so a full-sized working model was constructed of cardboard 
dem- taken in dailies for C-H-B condiments, for this exhibit in its New York show window. Flasher lighting shows the opera- 
hints, with insertions to run through next sum- tion and a photomural depicts the part of air compressors in the war effort. 
as for mer. Brisacher, Davis & Staff is the 
gs for agency. 
COMPACT KIT FOR FIELD MEN DEVELOPED BY FEED PRODUCER 
New 
direct 
r State 
t.3 


1090 


venue 


Something new in the 
jrhite line 
DRAWING INKS 


Artists, draftemen, and students will soon be asking you for Justrite | 
tog Ink it's @ really modern drawing ink - Hows freely for fine work - 
t cake - yet, the opaque India black color actually enhances the beauty of 


VALE 


owing and improves its reproducing qualities 
introduce this revolutionary new drawing ink to the students in your 


} 
} INKS 
tree the Louis Melind Company is sponsoring « drawing contest that every 


Hemmer and high school student can enter. The contest is being announced "= woex Tass 
ms publications as Young America, Scholastic, Junior Arts ond Activities % " 
#6 School Arts, with a combined readership of over 2 million | - SHEET 

et set for extra business. Order Justrite Drawing Inks today | J PROTECTORS 


and other products 
the stotioners sell 


ats ee 
PRODUCTS 
THE LOUIS MELIND CO. 
ws 


Although it has supplied Justrite drawing ink to the government for two and 
‘alf years, Louis Melind Co. is introducting it to consumers for the first time 
‘is month with copy in business papers and teachers’ and juvenile publications. 

@ campaign will be extended next month. Brandt Advertising Co. is the agency. 


feoducing 


MEAT | 2 
MILK | ~ 
EGGS | ‘4 


An unusually compact and complete kit for use by field men in putting on dealer meetings and in helping dealers to get the 


Ind. 


one. 


an extra lamp for the projector. 


story of balanced rations over to livestock and poultry feeders has been developed by McMillen Feed Mills, Ft. Wayne, 
Here William C. Scott, merchandising and marketing director, and D. W. McMillen, Jr., sales manager, examine 


One-half of the shallow case is devoted to an illustrated chart talk, while the other contains compartments for a 
complete “leader's guide" and for sound-slide records. 


The holes at the right are for carrying rolls of sound-slide film and 


A projection screen, which can be unrolled and fastened on the other end of the opened 


kit, is rolled up on @ window shade roller at the extreme right of the kit. (Story on Page 8). 
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‘ 
Tht: Nazi PROPAGANDA MACHINE is now working on 
its biggest job. 


By means of a series of sly rumors and clever prop- 
aganda, the Nazis are attempting to pit class against 
class, race against race in America. They are trying 
to make us distrust our leaders and our allies. 

These demoralizing tricks have helped the Axis 
heat every nation that’s fallen before them. And the 
same tactics are having some effect here. 

Every day Americans are unwittingly passing 
along some Axis-inspired rumor that helps them and 
hurts us. The majority of these stories have a plaus- 


ible ring; they could just possibly be true. 


But a man who is trained to take nothing for 
granted, to look for the motive that lies behind words, 
will detect the slight odor of Goebbels in these 
rumors. 

That’s why we think business executives make 


ideal Rumor-Wardens. 


Does it have yf Ly 
a slight odor of 
Goebbels : 


s —— 


Sf 
Se 


ns 


~~ 


LYM by 
Bie 


my 


Won't you appoint yourself one? And, from today 
on, whenever anyone tells you one of these rumors, 
point out its Berlin ancestry. Then ask him in the 
future to test any “inside” story against the follow- 


ing questions: 
1. Does it hurt morale? 


2. Does it make you distrust your government, 
business, labor? (Divide and Rule is Hitler's 
policy.) 


es 


3. Does such a rumor tend to discredit our 
Allies? 


4. Who would benefit most by spreading this 
rumor—our enemies or the United States? 
If he’ll do this (and all good Americans will) he'll 
become a Rumor-Warden, too... and immediately 
start scotching rumors among his friends. 
The good work can spread like a Chain-Letter- 
Give it your help. You will be doing your coun! ry 4 


valuable and badly needed service. 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK + CHICAGO «+ DETROIT «+ SAN FRANCISCO 
HOLLYWOOD + MONTREAL + TORONTO 
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